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New Boss of the Mail. . . see pace 12 
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APPROX. 


QUANTITY FINANCIAL 


RATING 


$500,000 to over 


200,000 to 
500,000 


35,000 to 
75,000 


20,000 to 
35,000 


10,000 to 
20,000 


Carefully Selected ®@ 
Gusciucs0Ed 


In a way, apples are like businesses. No two are alike. 
Some are big. Some are small. Some are good and some 
are bad. In order to satisfy the market, the grower must 
pick the best ones, then grade them, pack them and ship. 
Like the apple grower, we at Creative recognize the need 
for doing a careful job of selection. We've taken the 
millions of business firms in the United States ... selected 
the best of them. . . 832,000 and “graded” them into six 
financial groups. 

They're now “packed” and ready for market ... for your 
use. You can test any group and pinpoint your message 
to the size busiress that you feel can best accept your 
offer. $15.00 per thousand (typewriter addressing). For 
further information or assistance in setting up tests call 
or write: 


CREATIVE MAILING SERVICE, Inc. 


=a, 
= 


__— 


160 N. MAIN STREET FREEPORT, N. Y. 


FReeport 9-2431 
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Editorial and Business Offices 


53 Hilton Ave., Garden City, N. Y. 


Phone GArden City 7-1837 NLOW 1s the tyme. ee 


Volume 15 Number 9 


The Reporter of Direct Mail Advertising is 

published monthly by Henry Hoke, publisher 

at Garden City, New York. Subscription price 
is $6.00 a year Re-entered as second class i . 
matter at Post Office at Garden City, New York for all good direct mail 
under the act of March 3, 1897. Copyright 1952 . 
a : envelopes to come to the aid 
of the mailer. Increased 
Henry Hoke, Editor and Publisher mailing costs necessitate in- 
M. L. Strutzenberg, Business Mar ; creased returns. Cupples 
3 Personalized envolopes are 


Henry Hoke, Jr., Advertising Mar 
the answer. 


Dudley Lufkin, Field Editor 


F. S. Stern, Circulation 
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From $300 to 300,000 Customers 5 > F NM ee are 


in 3 Years 
by Lewis Kle 


A Sales Manual to End All 
Sales Manuals 


Fabian Theatres Prove Movie Attendance 
Is Better Than Ever 
y Dudley Lufkin plus distinctive embossing 


add greatly to the overall ALL your Cupples rep- 
resentative and permit 


The colorful appeorance 


How To Get The Right Start In 
Direct Advertising 

by Harrie A. Bell ing and this can result in him to show you how color, 

only one thing—increased 


appecronce of your mail- 





How An idea Can Snowball design and embossing can 
Into Success —— work for you. Our Art 
The Voice of Experience Department is ready and 
A Project On Letterheads able to prepare suggested 
ay Suny Come sy ideas for your next envelope 

One Man Survey Of Reading Habits : mailing. 


Personalities In The News 


T Riangle 5-6285 





THE ONLY MAGAZINE DEVOTED Olher Offices és 


EXCLUSIVELY TO DIRECT MAIL § 
WASHINGTON os, 


The Reporter is independently owned and op BOSTON 
r > tic to thousands of re ar 
¢ ersted. But in addition fo mo aa PHILADELPHIA 
subscribers, a Members of the Direct Mai 
Advertising Association receive The Reporter 
as part of the Association service. A portion 


i i all envelope co., ine. 
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when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge the finest mechanically 
equippe 
M 


Middle West producing all types of 
bs at low cost 


1 mailing service in the 


Lemarge 


matic inserting machines turning out 


a battery of modern auto 


r half a million pieces a day 
Lemarge specializing in speedy 
premium handling and mailing and 
low cost typewriter addressing. 


- Write or phone 


for details! 


the LEMARGE company 


417 S. Jefferson Street 
Chicago 6, Ililinois 
Phone: HArrison 7-1030 


SHORT 


NOTES 


DEPARTMENT 


ANOTHER YEAR starts . . . with 
all its unknown but exciting possibilities. 
At least, we expect a lot of excitement 
and struggle at 53 Hilton Avenue during 
53. But skip preambles . . 
to work. You new readers should under 
stand . read this department with a 
pencil in hand. Check items on which 


. and let's get 


you or your secretary should do some- 
thing — write for a sample and/or in- 
formation; make a contact, etc. That's 
how you'll get your money's (and time) 
worth from reading The Reporter. 


eae 


THERE WILL BE A_ DIRECT 
MAIL day in New York on Wednes- 
day, May 6, 1953, in the Cerf Room of 
the Waldorf-Astoria Hotel. Mark your 
calendar. It will run from nine in the 
morning until five in the afternoon, with 
panel sessions both morning and after 
noon. Includes luncheon with a featured 
speaker. The Mail Advertising Service 
Assn., Direct Mail Advertising Assn., 
Hundred Million Club, Mail Advertis- 
ing Club, National Industrial Advertis- 
ers Assn. and other organizations are 
cooperating im affair. 
Further details will appear here when 
the program is completed. 


sponsoring the 


eee 


A NEW COMPANY PUBLICA- 
TION just out this month is called 
“Maine Line” clever title for the 
H.M. of the Banger and 
Railroad Company (Maine). First issue 
of the pocket-sized bimonthly (554"x7") 
is loaded with photos and short, snappy 
copy the “Quick” tradition. An orchid 
to editor Kenneth S. Ludden and staff. 


Aroostook 


_ 
eee 


A NEW MAGAZINE called “Na- 
tional Distribution” makes its debut this 
month... a Cosgrove publication for 
distributor salesmen, 
executives and buyers (address: 270 
Park Ave., New York 17, N. Y.). We 


were interested to see that there will 


industrial supply 


be a regular feature titled “Ideas for 
Direct Mail.” It’s edited by our old 


friend, Joe 


Perkins Glue Company, now vice-presi- 


Barnes, formerly with the 
dent of Cosgrove. A guarantee that the 
material will be authentic. 


eee 


DAMN THESE PUBLICITY 
AGENTS who send press releases with 
an accompanying letter urging its pub- 
lication and winding up with something 
like this: “Copy of issue wherein used 
will help future activities with client.” 
. if the editor plays ball 
he might get some advertising. It is a 
shoddy business practice. We like to help 
anyone who has anything that might 
help direct mail . . . but such veiled 


That means. . 


threats either burn us up or leave us cold 


eee 


JUST RECEIVED the 1953 edition 
of the “Doodler’s Diary” . humorous 
Thompson, 
116 Greenwood Avenue, Wyncote, 
Penna. The 55 pager is filled with Ray's 


rib-tickling doodles and sketches 


masterpice of cartoonist Ray 


most of which are left unfinished so 
you can have some pencil fun yourself. 
Ray says that last year’s books were all 
gone inside of a month. If you're the 
doodling kind (and who isn’t sometimes) 
a dollar to Ray will put one of these 
humorous and useful books beside your 
phone 
—— 


eee 


WHAT'S THIS? Elmer Bobst, Presi 
dent of Warner-Hudnut Inc., 113 West 
18th St., N. Y., N. Y., spoke at Decem- 
ber meeting of New York Pharmaceutical 
Advertising Club. Newspaper accounts of 
his talk had him saying that “now only 
35 percent (of doctors) profess an in- 
terest in direct mail.” As we get the 
story .. . he was quoting from a survey 
made for a trade journal. And that 
survey could be called suspect or slanted. 
Doctors and dentists we have interviewed 
profess a great interest in direct mail 
which gives them information on sub- 
jects in which they are interested. We'll 
admit, after going through one doctor's 


mail for one month much of the 
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The inside story of 
the list business #5 


Would you expect a list broker to tell an inquirer to 
use space advertising instead of lists? Yet we do it every 
day. We come right out and tell people very frankly 
_._ that they can’t sell graham crackers, triangular 
®) bath tubs, books on mow to dance the schottish 
—// or a treatise on logical positivism by mail. 
Direct mail can be the most responsive medium for an 
advertisee — but only if he has a product or service 
for a selected audience which exists in the form of lists 
of prospects. 


You could get your message about graham crackers across 
on a full color page in one of the large national maga- 
zines for 1/20¢ a person but it would cost from 4¢ to 8¢ 
to sell a box of crackers by mail. Obviously, 

then, the user of direct mail must turn a much @& 
higher percentage of his prospects into customers 

than the user of space advertising. He can do this only 
if he has qualified lists of people representing his market. 
And, we may add, enough of them to warrant setting 
up a direct mail program in the first place. Here are 
some markets where direct mail shines its brightest. 


Suppose you want to reach known contributors to fund 
raising appeals? Of course, no publication exists whose 
readership consists of 100% donors, so you very de- 
lightedly learn that there exist 500,000 names 
sé of people who contributed to a conservation 
‘“} appeal, 465,000 contributors to miscellaneous 
appeals, 190,000 donors to Jewish appeals, 42,000 to 
Catholic, 5,000 to a University Fund, 11,000 to a 
Community Chest and 17,000 to Political Causes. 


So after you have mailed out at least one letter to all 
these good people, it occurs to you to analyze your 
donors to see if you can’t discover the factors that 
made them contributors. You come up with the 
facts that all these people saw an appeal for funds 
which came in the mail. They all acted on that 

appeal. Not all of them are wealthy people; 

they are just human beings and sometimes too 

much money makes some people a little less human. 
In fact, one organization, before they found out what 
direct mail could do for them, took one of those 
famous polls and discovered that the middle income 
group was the most generous. Had this firm just analyzed 
their lists, they wouldn't have needed this survey. Dozens 
and dozens of lists fall into the category of people 
who have a good income, who respond to mail appeals 
of all kinds, and who are human. So Mr. Fund Raiser, 
why not prove these things for yourself? It’s easy to 
make some tests, and we'll help you. 


Now suppose you want to reach a market of automobile 
owners. There is no large publication with a readership 
of 100% car owners. But there is a nice compact 
segment of 45,000 people who have an urge to take 
their cars apart and put them together again. You can 
sell 170,000 people who want to sit better, see better, 
drive better, smoke better and ride better than the car 
manufacturer thought they should. You can reach 


104,000 people who bought special glasses so 
ti, ***’ could thumb their noses at those so-and- 

so’s who won't dim their lights. You can talk 
to 150,000 people who want to keep their upholstery 
neat and clean. You can excite the interest of 300,000 
men who bought safety lights and spark intensifiers, 
and you can write 125,000 buyers of a car cleaner. . . 
not to mention reaching a neat little market of millions 
of just plain car owners who maybe bought something 
by mail, and maybe didn’t. “What can / sell to these 
car owners?” You can sell insurance, you can sell auto 
accessories (when the owner of the list doesn't consider 
you competitive), how-to-do it books, magazines — 
especially those for men, and some kinds of merchandise. 
If you still aren’t sure, ask us and we'll give you an 
honest answer. 


Another group of people, i.e. market, you'd have trouble 
reaching by any other media except direct mail is that 
army which is always searching for self-betterment. In- 
cluded in this group are those who are religious, but 
who don't follow an orthodox church. These 

are the fair haired boys — and girls — of the *) 
direct mail devotee. These wonderful people X 

will buy almost any non-fiction book, take 5 out of 10 
home study courses offered them, subscribe to any 
serious magazine — and even to non-serious ones, invest 
money, learn how to make more money, learn how 
to spend it better, and believe in casting their bread 
upon the waters. Usually it does come back, too. 
Names of people like these we have in the hundreds of 
thousands, may we tell you more about them? 


Where are you going to find a bunch of people wao 
love to eat? If you have something powerfully good 
which can't be bought in the corner grocery store, the 
chances are that direct mail will help you find them. 
At least half a million people in the U. S. buy aged 
or imported cheese by mail, even if they live in New 
York City. Another half a million buy pears and 
P apples and plums and cherries from California 
i or Oregon, and another staggering number buy 
citrus fruit from Florida and Texas, all by 
mail—and we have their names and addresses. This 
same market includes the gourmets who like smoked 
turkey, hickory cured ham, ripe olives, sun dried prunes, 
preserves like Mother wishes she could make, fruit 
cake and cookies, herbs and spices, and candy galore. 
And what if you don’t have something good to eat? 
Do these people think of anything else beside their 
stomachs? You bet. They donate to charity. They buy 
financial and business services, they subscribe to all 
kinds of magazines for both men and women, they buy 
books, they buy gifts, they buy costume accessories. In 
fact they will buy almost anything of value. 


So if you have something to sell in between graham 
crackers and philosophical treatises, let us help you 
sell it by mail. 


Wynu. WV av Lu. \a~\ 


President 


NAMES UNLIMITED, INC. 
352 Fourth Avenve Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


OUR 25th YEAR iN THE LIST FIELD 





“WHAT EVERY YOUNG AD MAN SHOULD KNOW ABOUT MODELS” is the title of this fourth 
snappy edition of The Peerless Little Gallery published by the Peerless Lithographing Company, 


4301 Diversey Ave., Chicago 39, Ill 


Devoted to the story of modelling in Chicago 


three poge spread inside carries pictures of Chicago's 48 leading models. Peerless’ plug 
came in explanation of photo reproduction for the piece. The photos were furnished by the 
models and came in all degrees of contrast and size. Peerless’ handling of the plates was 
the sales pitch of this fine direct mail promotion Good tie-in! 


material is junk. Too much. But that's 
not the fault of direct mail as a medium. 
Just the fault of stupid users of the 
medium. Many doctors and dentists look 
to the pharmaceutical houses for their 
sole source of information on new de- 


velopments. 


BEST LAUGH of last month come 
when we visited the “three men on a 
horse” (Dooley, Lee and Blitz) at Atlan- 
tic Advertising, Inc. in Atlantic City 
N. J. They are going great guns. Mailed 
close to two million pieces advertising 
their individualized Christmas folders and 
other gifts. Plant working 24 hours a 
day filling orders from all over. One 
check came in made out carefully to the 
order of “Business Reply Envelope.” Some 
executive must have passed the order 
form to his secretary and she wrote the 
check to the most prominent line on 
the return envelope. But Jim Dooley 
cashed it. Just had his secretary xxx out 
the mistake and type in the correct 


company name. 


MANY COMPANIES prior to this 
past Christmas season mailed letters to 
their suppliers asking (sometimes de- 
manding) that they refrain from giving 
gifts to officers and/or employees. Too 
many to mention . . . but we saw quite 
a few examples. One stated bluntly: “The 
established policy of this Company is to 
do business on a 


unbiased by 


to offer fair and equal opportunity to 


fair and impartial basis 
personal relationships and 


all doing or desiring to do business with 
us. To avoid any possible suggestion to 
the contrary, we desire that the firms with 
whom we do business refrain at all times 
from making gifts to our representatives. 
It will be appreciated if you will call this 
matter to the attention of your representa- 
tives dealing with our Company.” It may 
be hard on the gift sellers, but the trend 
is worth noticing. Gift-giving and subtle 
kickbacks have been overdone. 


FORTUNE MAGAZINE for Feb- 
ruary will feature an article on Direct 
Mail. Part of a continuing series on 
“communications.” Authored by Edgar 
Smith, assisted by researcher Mary Glea- 
son. Both did tons of work . . . interview- 
ing, investigating, etc. This reporter had 
the privilege of examining advance copy. 
No complaints, even though some parts 
are critical. But direct mail is, as we 
all know damn well, far from perfect. 
The Fortune article will give direct mail 
as a medium new stature in the eves of 
management. The first time any national 
magazine has treated the medium as a 
worthy of study and 


subject serious 


analysis. 


IT’S GROWING! Last month we re- 
ported how Seattle M.A.S.A. is donating 
three li- 
braries. Along comes Basil Walker of 
Walker Letter Shop, 527 State St., Knox- 
ville, Tenn. who asks to have Reporters 


Reporter subscriptions to the 


sent to three of his best customers. Anne 
Smith of Fair Mail Service, 417 Cleve- 
land Ave., Plainfield, N. J. gets a half 


dozen copies a month to send to customers 
and recently ordered ten copies of “Dogs 
That Climb Trees” to “lend” to cus- 
tomers. Pat Goheen of Pat Goheen & 
Associates, 117 So. Meridien Street, In- 
dianapolis 25, Indiana recently entered 
four subscriptions for his top customers 
Thanks to these fine folks for helping to 
spread the story of direct mail. 


GIVE DIRECT MAIL A CHANCE! 
We just saw a letter written by a printer 
to the advertising manager of a manu- 
facturing company. It solicited his print- 
ing business. It talked about tasteful ty- 
pography; the perfection of the finished 
job; the personal supervision of the writ- 
er of the letter. The wording was fairly 
good. But the letter made a bad impres- 
sion on the advertising manager. It was 
typed atrociously on an old, wornout 
typewriter. The arrangement on the let- 
terhead was anything but good typogra- 
phy. The typist didn’t know how to type; 
erasures; strike-overs. The letter failed 
because the enthusiastic salesman forgot 
to have his shined, his pants 
pressed, and his hair combed. 


53) 


A LIST CLEANING effort of Unit- 
ed Air Lines was reported here in the 
November issue. E. C. Lingenheld, Jr., 
Sales Promotion Service, Bridgeport 
Brass Company, Bridgeport 2, Conn. 
saw it and sent us some interesting fig- 
ures on a double list cleaning by his 
company. In February, Bridgeport Brass 
a two-color list cleaner and 


shoes 


sent out 
questionnaire to one of their lists which 
brought a 22.5% return. From the same 
mailing, Mr. Lingenheld reports that 
2234 requests for product publications 
were also received. The second phase 
of the list cleaning came in April. All 
names on the list who had not respond- 
ed in February were sent a multigraph- 
ed letter with the list name imprinted 
at the botom . . . plus a reply envelope. 
This mailing drew a 34% 
making the total return of the list clean- 
ing 49.5%. Another good job of keep- 
ing a list up-to-date! 


response ... 


— 
eee 


THE NINE SERVICES offered by 
The Michael Press, 145 West 45th street, 
New York 36, N. Y. are cleverly il- 
lustrated in a new booklet-type calling 
card being used by Michael officers and 
salesmen. Bound with two white plastic 
rings, the two-color job in yellow and 
black dramatizes each of the nine serv- 
ices... with a single 2-44" x3" card 
dev oted to each one. A same-size cover 
card gives the company’s name, ad- 
dress, phone number and name of the 
caller in black. Under the heading: “A 
Complete Direct Mail Advertising Serv- 
ice,” the nine services (letterpress, off- 
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set, addressing, etc.) are superimposed 
over a large figure “9” in yellow. The 
superb and design make the 
small attention-getter a calling card 
that is bound to be kept. 


artwork 


— 
eed 
() IF YOU GET A CHANCE to bump 
into Fred Kirby of Saturday Night Press, 
71 Richmond St., West, Toronto, Ont., 
Canada ask him to let you see a copy 
of his bi-monthly, four page “Idea File.” 
It’s terrific! Ostensibly, it is written and 
produced for the SNP sales and creative 
staff, but copies “trickle out” to some 
of the best customers and prospects. Each 
issue filled with short idea-starters or 
comments on good jobs being done with 


printing. 
a 


[) SALESMEN AND DEALERS of the 
Dr. Hess and Clark Company., Inc., 
Ashland, Ohio (makers of medicines 
for farm use) started off the new year 
with a “tonic” from the company 

called the “Sale- 
zoomer” was mailed to salesmen in the 
form of a 7” x2” bottle with label 
designed in the same format as all Dr. 
Hess products. Inside, there’s a 13” x 
6-%" folder that lists the company’s 
advertising schedule for 1952-53. Used 


“Salezoomer.” The 





by salesmen to show to dealers as an 
actual Dr. Hess product, the “Salezoo- 
mer” label states: “For the prevention 
of sales slump.” Heading on the ad- 
vertising schedule inside tells dealers “Dr. 
Hess Salezoomer will pep up sales for 
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you.” The good piece of showmanship 
was complete in every detail . . . with 
the label including directions “use 
contents freely to gain full benefit from 
the high potency of Dr. Hess promo- 
tional activities”) and red rubber stamp- 
ing: “Keep from freezing.” 


$7] 


INTERNATIONAL BUSINESS 
MACHINES CORP., 590 Madison Ave- 
nue, New York 22, N. Y. has compiled 
a helpful 25-page book that should in- 
terest using typewriter repro- 
duction copy. The title “Typographic 
Planning for Typewriter Composition,” 
explains the content of the 84” x 11” 
plastic-bound manual. With reduction 
charts for six typewriter faces, line spac- 
ing and leading, and how to determine 
type sizes explained the book is a 
“must” for the typewriter compositor. 
“Typographic Planning for Typewriter 
Composition” itself is set in IBM Bold 
Face and reproduced by offset . . . a 
good example of the results which can 
be obtained by the cold composition 
method. You can get a copy by writing 
to IBM’s Department of Information. 


17) 


THIS REPORTER ENJOYED a quick 
trip to Utica to give a better letter talk 
to combined meeting of Mohawk Valley 
Advertising Club and the Printing House 
Craftsmen. Old-timer Norman Kimball 
of Cantine managed to endure it. Another 
trip to the Eastern Regional Convention 
of the Public Utilities Advertising As- 
sociation at Atlantic City was most en- 
joyable. Only trouble with Atlantic City 

. you go to one convention and wind 
up mixed up in about a half dozen other 
ones. Even Eleanor Britten and her “Land 
Cruise” for the Moore-McCormack Lines 


at Haddon Hall. Such a hullabaoo. 


anyone 


AN IMPRESSIVE FUND-RAISING 
FOLDER is being used by the Na- 
tional Society for the Prevention of 
Blindness, Inc. (P.O. Box 177, Radio 
City Station, New York 19, N.Y.). 
Enclosed with a fund letter is a striking 
S'2" x6" Frenchfold folder designed 
by Rockwell Kent. The cover is a solid 
black block with small simple copy in 
white reverse on bottom reading: “In 
the beginning God created the heaven 
and the earth. And the earth was with- 
out forms, and void; and darkness was 
upon the face of the deep. And God 
said . . . (Open folder and a light Kent 
line drawing of hands holding the sun 
is revealed; and copy at bottom con- 
tinues:) “Let there be light; and there 
was light...” The back is the same 
as the front, with white reverse type 
at the bottom telling that to the blind 
“it is as it was before.” Letter ties 
in with the folder, the mass blackness 
of which associates the reader with 
blindness. A simple but effective piece 
that should get large returns. 





The Penn- 4btlantic 
SOUTH CAROLINA AVENUE ot ATLANTIC 
RIPTIDE ROOM ISSUE Ne 4 


So. it's Christmas shopping 
time, again, when the ladies 
will spend many pleasant 
wearisome hourt seek 
ng just those “right” pres 
ents Buying Christmas 
gifts gives you on excellent 
opportunity to come to the 
Riptide Room for « restful 
luncheon interlude or for 
late afternoon refreshment 
ond relesetion Defin 
tely, the congenial Riptide 
Room should be on YOUR 
Christmas shopping list! 


As families plan to gather 
for Christmas end the hol 
deys—and the college 
crowd get together, it's 
good to remember thet the 
Riptide Room is the nicest 
plece in town for lete eve 
mong refreshment end in 
formal dancing to the on 
cellent music of The Me 
lodiens. It's your happiest 
choice — ond prices ere 
moderate 


Chorus girls eren't shways 
indecorous 

License plete on « hearse 
in Norwich, Connecticut — 
U - 2°. grim reminder! 
But U-2 should be coming 
regularly to enjoy the q 

ity food for which the Rip 
tide Room is nationally fe 
mous 

f you ere « business men 
on whom out-of-town seles 
men call, why not do them 
and us @ fever by suggest- 
ing to them the superior 
accommodations offered et 
the Penn-Atientic at such 
moder ates... . Thanks! 
Why not heve your com 
pany or office Christmas 
perty at the Penn-Atlentic? 
Make your plans early and 
let us reserve suitable fe 
cilities for you now. 


Each Thursday, Fridey and 
Seturdey night et 11:30, 
listen to Al Owen and The 
Melodiens featured from 
the Riptide Room os 
weld 


Published occasionally thet we may see you more often 











THE PENN-ATLANTIC HOTEL in 
Atlantic City, N. J. (So. Carolina Ave. 
at Atlantic) is another user of a postal 
card house magazine. Printed in brown- 
ish-red vertically . . . 2 columns of six 
point type. Just brief notes pushing popu- 
lar Riptide Room and other facilities of 
the hotel. Good. 

oad 


CHRISTOPHER COLUMBUS! Why 
can't letter writers discover a better way 
than “Dear” openers? Esther Ackerman, 
home service consultant of The Climalene 
Company, Canton 1, Ohio started a 
recent form letter about Spin to house- 
wives with — “Dear Automatic Washer 
Owner.” Christopher Columbus! No won- 
der some people laugh at direct mail. 


— 
eee 


POSTAL CARD SALES have dropped 
tremendously 
from l¢ to 2¢. A spot check in fifteen 
cities by DMAA volume committee shows 
following figures: First nine months of 
1951, a total of 228,598,162 postal cards 
at le sold. First nine months of 1952. 

total of 139,261,290 postal cards at 


since rate was increased 


a 
2¢ sold. In other words, there was a 


decrease in postal card use in the 15 
cities of 89,336,872 or 39%. Most of the 
decrease was due to small businesses giv- 
ing up their most economical form of 


advertising. 
— 


eee 


) THE 21ST YEAR IN SUCCES. 
SION that the Ever Ready Label Corp., 
Belleville, New Jersey, has used the 
back cover of the Manhattan Classified 
Telephone Red Book as an advertising 
medium gave the E R advertising 





0 AT MME BE ER 
Put your 


MAILING-LIST 
on “CARBO-SNAP” 


Snap-out stub = ~ 
\ 
‘ 
Bottom sofety margin 
Gummed Addressing 


Label Sheets 
Interleaved with Carbon 


Makes 2 to 8 copies 
with ONE typing 


NO MACHINES, STENCILS 
OR ATTACHMENTS NECESSARY 


Write for FREE sample 
PENNY LABEL COMPANY 


9 MURRAY STREET 
NEW YORK 7.N. Y 
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MAKE ‘EM LAUGH! 
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WRITE FOR BOOKLET 


ARTI 
WORK 
BY 
MAIL 


RAYMOND LUFKIN 
TENAFLY WN. J. 


dept. an entre’ to send out a lavish 
replete with 
an actual piece of fruit cake. Titled 
“Coming of Age of an Advertising 
Project,” the 9-%” x 11- folder ac- 
companying the cake had a letter from 
Ever Ready president Sidney Hollend- 

telling about how they've used 

Red Book for 21 years. 


“celebration” promotion, 


Phe 

add 
A BOOKLET WORTH HAVING 
Title: “Idea File for Printers and Ad- 
vertisers.” Price $1.50. Published by 
Moore Publishing Co., Inc., 48 West 
38 Street, New York, 18, N. Y. The 
booklet contains reprints of a series of 
articles in the American Printer Mag- 
azine from August 1949 through No- 
vember 1951. The articles were origin- 
ated by Harry B. Coffin and they con- 
tain 101 
of tricks in 


descriptions with illustrations 
layout and design which 
will make your printing more economi- 
cal and more effective. It is a com- 
petent and thorough job. 

—_ 

eee 

ONE HUNDRED DOLLARS will 

be yours if you can come up with a 
new and appropriate emblem for the 
Advertising Federation of America, 330 
West 42nd street, New York 36, N.Y. 
That's the award the Federation is of- 
fering for a new symbol design which 
they can use to represent “Truth in 
Advertising.” With its new campaign 
for Truth and Higher Standards in Ad- 
vertising in high gear, AFA wants a 
new emblem which will “challenge the 
industry to rededicate itself to truth.” 
Ideas on both the emblem and _ stand- 
ards should be sent to the above ad- 
dress not later than May Ist, 1953. The 
cash award will be made at AFA'’s 
4%h convention in Cleveland, June 
14-17. 
—_— 
eee 


AND AT THE CLEVELAND AFA 


CONVENTION you'll find Louis B. 


Seltzer, Editor of the Cleveland Press 
acting as convention chairman. The an- 
nouncement naming Seltzer was recent- 
ly made by Robert M. Gray, Chairman 
of AFA and Manager of Esso Standard 
Oil Company. Cleveland Advertising 
Club and Women’s Advertising Club will 
act as hosts at the June 14-17 gather- 
ing at Cleveland's Statler Hotel. Louis 
B. Seltzer and AFA have some fine 
things in the offing for the confab... 
and more than 1,000 delegates are ex- 
pected to attend. 
—_— 
“ae 

NATIONAL ADVERTISING 
WEEK, February 16-23, will find the 
New England District of the AFA in 
the news. In a two-day meeting (Feb- 
ruary 16-17) at Boston's Statler Hotel, 
The Advertising Club of Boston will 
be hosts to AFA’s New England Dis- 
trict. Media and typical advertising pro- 


blems will be studied... public rela- 
tions counselor Paul A. Newsome, ACB 
prexy, will act as director of the meet- 
ing. 
_— 
eee 
“THE POWER OF A WOMAN” 
wasn't underestimated by The New Shoe 
Store, 32 Main Street, Hempstead, New 
York, in their Christmas mailing plug 
ging sale of men’s Florsheim Shoes. 
(Probably a syndicated piece for all 
Florsheim retailers). A 3” x5" filing 
card mailed to wives of past New Shoe 
Store men customers included husband's 
name, address, shoe size, and style num- 
ber of his last purchase. Across the card 
in simulated red handwriting was the 
message: “Will the lady of the house 
please accept this gentle hint? A new 
pair of FLORSHEIM SHOES or slip- 
pers for Christmas, for you-know who! 
Here's a handy record of his size.” ... 
The only perplexing thing about the 
mailing was the imprint on the en- 
velope reading: “The New Shoe Store 
—Est. 1910.” Forty two years, new? 
— 
eee 
“CUT THE CUSTOMERS TO 
PIECES” is the title of a clever 5-4" 
x 814” booklet mailed to advertisers by 
Charm Magazine, 575 Madison Avenue, 
New York 22, N. Y....to impesss upon 
them the value of cosmetic advertising 
in the young women’s publication. The 
booklet has 15 pages of line-style fe- 
male faces... but the pages inside the 
cover are cut into three strips (between 
the hair-line, mouth, and eyes.) This 
makes an infinite combination of hair- 
dos, eye shades, and lipstick contours. 
Copy reads: “If it's shampoo you're 
selling—look at her hair . . . if it's 
mascara you're selling —look at her 
eyes, etc.” But the clincher is: “Put 
them all together and you visualize a 
billion dollar consumer market for cos- 
metics.”” The fact that Charm has had 
an 83% cosmetics and toiletries adver- 
tising gain ties in with the gimmick ... 
making the piece as a whole a good 
stunt and a feather in the cap of pub- 
lishers Street and Smith. 
— 
eo@e@e 
KANDEL-HAAS, PUBLIC RELA- 
TIONS AGENCY, 1000 NBC Building 
Cleveland, Ohio, has been turning out 
some very credible direct mail in re- 
cent months. Particularly good were sev- 
eral recent Christmas efforts on behalf 
of local Cleveland clients. One was a 
“Santa Puppet.” ... idea created for a 
children’s clothing store. Imprinted on 
mailing piece was a Santa cut-out which 
made a clever puppet for children. An- 
other Christmas natural conjoured by 
K-H was to use a local shoe store client's 
store as “Santa's Headquarters.” Attach- 
ed to folder plugging children’s shoes 
was a reply card addressed to “Santa's 
Headquarters” over the store’s address. 
The reverse side of the card was for 
child’s message to Santa. Copy on the 
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folder to parents read: “... We'll file 
the card until ‘Santa Claus’ calls for it.” 


ANOTHER PORNOGRAPHIC 
MAILER has been closed up. Postal in- 
spectors caught (and quickly) the fellow 
in Far Rockaway, New York who was 
advertising (with samples) ultra revealing 
nudes. But others spring up. We are 
watching one curious case now. Mailings 
resemble a legitimate mail order gift ap- 
peal . . . but tucked in between product 
pages is a sheet offering alluring photo- 
graphs for the “advanced collector.” The 
copy is strangely similar (nearly identical) 
with the stuff ground out by the fellow 
in Los Angeles who was recently closed 
up by the postal inspectors. Won't they 
ever learn? We are not prudes . . . but 
this sort of stuff cheapens the mail. It 
hurts the legitimate users of the mail. 
Rumors are that the Post Office Depart- 
ment will ask the new Congress for much 
stricter laws on obscene and nornographic 
material in the mails. It’s about time. 

— 


eee 


ONE REALLY WORTHWHILE 
Christmas endeavor was Kenyon and 
Eckhardt (New York ad agency at 247 
Park Avenue) annual remembrance to 
editors by adopting some child through 
the Foster Parents plan. A program in- 
stituted by K & E’s Promotion Depart- 
ment five years ago, the plan consists 
of sheltering, feeding, and clothing or- 
phans through the agency and its 
clients... with editors the agency serv- 
ices being the listed sponsors. During 
the past five years many editors have 
responded with birthday presents and 
other gifts to their adopted youngsters 
throughout the year. The announce- 
ment of the idea was made by personal 
letters to editors from agency Vice- 
President Hal Davis... also included 
personal Christmas greetings from the 
Promotion Department. A _ fine piece 
of goodwill building! 


eee 


A GOOD EXAMPLE OF DISPLAY- 
ING THE PRODUCT itself through 
direct mail can be seen in the excellent 
9.54" x 9-34"  double-fold promotion 
used by the Dobeckmun Company (pro- 
ducers of films, foils, papers, etc. for 
packaging), 3301 Montroe Avenue, Clev- 
eland 1, Ohio. The piece used to fos- 
ter sales of Metalam (trade name for 
Dobeckmun’s aluminum foil packaging), 
is printed in three colors with the cover 
design symbolizing the protection and 
sales appeal that Metalam affords. Open 
single fold and you see a reproduction 
in blue of typical products packaged 
in Metalam printed on the inside cover 
. opposite is a short explanation 
and history of the flexible, automatic 
packaging material. Upon opening the 
second fold, you see a double spread 
of six actual Metalam packages strip- 
ped-in against printed sales messages. 
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SALES LETTERS 


Letters with “instantaneous appeal,” that 
beckon to be read, that impel! and sell 
One ty es 26 years old. Send for circu 
lar Please write on letterhead 


“That Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 





DIRECT MAIL 


For some fine examples of a com- 
plete art service that can help you 
cut creative costs, write or call... 


CULLEN RAPP STUDIOS 150 W. 34 St.W.Y.C. 


LO 4-3495 


Arthur 
ness to Y° 


ur clients 


in the clouds? 


Is too much of your Direct Advertising 
“up in the clouds,” lacking the thunder 
of profitable response? 


The planned - for- results promotional 
printed matter which we create for 
many businesses — large and small — 
isn't always a sight for sore eyes. But 
it usually has a proven, down-to-earth 
selling idea behind it whether for a sin- 
gle promotion or complete campaign. 


You'll never know just what we do 'til 
you give us a chance to demonstrate. 
Find out — write or phone TODAY for 
FREE portfolio of samples. 


PHILIP }. WALLACH COMPANY 
Direct Advertising + Sales Promotion 
220 Fifth Ave., New York 1 + MU 96122 


~ Member: OMAA + Associated 3rd Class Mail Users vo 





Preity Sure of Yourself 
Arent You, Junior ? a 


Think tight-rope 
walking is tough stuff? 
Pshaw — it's mere child's 
“play compared with some 
of the-giant, economy-sized envelope 
problems G. Chas been called on to handle. 
No wonder the boss (that's him on the 
high wire) is so sure of himsélf,that 
he'll tackle anything. If it's envelopes, 
and envelope ideas, and envelope service ~_ 
you want—give us a buzz. After all, — 
Garden City isn't known as The House of 
Envelopes—and Envelope Ideas . . . for nothing! 


speciatists in ENVELOPES ano ourstanpine service 
AIR MAIL OFFICE SYSTEMS 
CATALOG PACKING LIST 
<—_ MERCHANDISE EVERY OTHER STYLE 
> POSTAGE SAVER COIN 


/s 7 ARDEN Ciry EnvetorPe COMPANY 
3001 MW. ROCKWELL ST. - CHICAGO 18, ILLINOIS - PHONE COnneua 7-3600 





[""="" GET THE FACTS! | 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now — “brush-up” with this modern, complete and fully 
illustrated guide to correct photoengraving methods 

24 HOUR SERVICE 
108 pages—lavishly illustrated in black and white, and color 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 
! t 8 page revised 
And don't forget Horan's < rt and 7 migu } Engraving 
eround the clock 
service whether your 
problem is 
black and white, 
benday or color process. 








——— 





UP TO 50,000 IMPRESSIONS DAILY 
A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


6500 per hour with quality and register 
Flat bed and vlinder struction. Cor 
tinuous feed and extension delivery 
ENVELOPE PRINTING 
pay, drug ommercial, ef 


IMPRINTING 
Advertising terature abels, catalogs 
cartons etc 


Team, —B. VERNER & CO., INC. 


head size 5? DUANE STREET - NEW YORK 7 N_Y 


Particulars sent on request 











The back cover includes an explanation 
of how machinery for filling and sealing 
packages in Metalam may be obtained 
on a contract basis at nominal cost . . . 
and a listing of the twenty-five sales 
offices throughtout the country. You 
can probably get a copy of this unique 
example of “displaying the product” 
by writing to M. E. Shank at Dobeck- 
mun’s Cleveland address above. 


eee 


MORE SUBVERSIVE STUFF is in 
the mail. Two months ago we reported 
on the anti-semitic literature being mailed 
from Philadelphia in Business Reply En- 
velopes. More examples have been re- 
ceived (all from Philadelphia). But now 
we are getting evidence of anti-Catholic 
poison. Also mailed in Business Reply 
Envelopes. These are postmarked Lake- 
wood, New Jersey. The culprit, in this 
case, rubber stamped his name and ad- 
dress on the envelope so we are turning 
the case over to the postal inspectors 
These things shouldn't happen in Ameri- 
ca. Help to stop it. Send evidence. 

— 


MARGARET BROWN, ASSOCI- 
ATE PUBLISHER of the Canadian ad 
vertising mewsweekly “Marketing,” has 
turned a hope of ours into a reality. 
In November we reported that “Market- 
ing” had begun a ten-lesson serialized 
“Course in Direct Mail Advertising” 

and hoped that Margaret would 
reprint the well-done series as a com- 
plete unit later on. She has. Recent issue 
of the Canadian publication announces 
that reprints in galley proof form are 
now available at 75 cents per set of 
ten lessons. Margaret's address is 100 
Simcoe Street, Toronto, Canada : 
and if your operations include the Ca- 
nadian market, you'd do well to in- 
clude $3.00 for a year's subscription to 
“Marketing.” 


eee 


ALSO FROM CANADA comes 
more evidence that they're just as hot 
up there over the pros and cons of 
the “H.M.” situation as are the many 
debaters of the subject here in the states. 
A humorous but determined editorial 
from the October, 1952 issue of the 
“Canadian Car Journal,” (pardon the 
expression) house magazine of the Ca- 
nadian Car and Foundry Company, 621 
Craig Street, West, Montreal, Canada .. . 
lashes out at what they call the “mis- 
leading and abominable term “House 
Organ.” In an effort to be known as 
an “industrial publication,” the “Jour- 
nal” editorial says they associate the 
word “organ” with: 1) soft music in a 
place of worship, 2) portions of human 
anatomy, and 3) a self-serving, propa- 
ganda-stuffed sheet issued to further 
the doubtful cause of a _ political ma- 
chine. The “Journal” flatly denies being 
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any of the three and wishes hereafter 
its readers “. . . mever degrade our 
publication by referring to it as a ‘house 
organ’.”” 

_ 

eee 
(1) REGARDLESS WHAT THEY ARE 
CALLED north of the border, a recent 
article in “Marketing” points out the 
wide use of company publications in 
Canada. In reporting on the two-day 
conference of the Canadian Industrial 
Editor’s Association, the article quoted 
figures given at the meeting by the 
Canadian association’s president Ralph 
P. Young, The Steel Company of Ca- 
nada, Ltd. Mr. Young revealed that 
forty nine per cent of company publi- 
cations in Canada have higher budgets 
than last year . . . with the total ex- 
penditure reaching $112,373,820. Of 
this amount, $105,000,000 is spent for 
production costs. The rest goes for edi- 
torial staff salaries. Some Canadian 
company publication editors receive as 
high as $900 per month; but half of 
the editors are in the $350 to $600 
per month bracket. Mr. Young’s report 
also revealed that there has been a defi- 
nite trend toward magazine-type publi- 
cations . . . three out of five are now 
magazine type, with three out of four 
having eight or more pages. It is par- 
ticularly significant to note that seven 
out of ten Canadian company publica- 
tions are now mailed to recipients . . . 
half of them in envelopes, and almost 
fifty per cent via second class! “H.M’s” 
on the up-swing in Canada! 

rT 

oe 
() A THREE-NIGHT ADVERTISING 
CLINIC was conducted by the Lubbock 
(Texas) Advertising Club on November 
10, 11, 12. This was the second annual 
affair presented in cooperation with 
Tech's School of Advertising. Jimmie 
Housouer of Addressing Letter Service, 
1907 Dixie Drive, Lubbock, Texas hand- 
led advance pupblicity. Bert Horner of 
Horner-Foot Advertising Agency, Okla- 
homa City, Okla. represented direct 
mail on a program which covered all 
phases of advertising. These ad club- 
sponsored clinics are growing in popular- 
ity. There should be more of them. 

am) 

eee 
(1) THE PICTURE CLIPPING IDEA 
is being used again... this time very 
nicely with a 4” x9” blotter mailed by 
the San Carlos Hotel, 150 East 50th 
Screet, New York, N. Y. Pictures of 
promoted or honored business personal- 
ities are clipped from out-of-town news- 
papers and pasted in a 2 2'."x3'»” block 
at the left of the blotter... which is 
then mailed to the individual. The copy 
at the right of the blotter tells the news- 
worthy subject: “We read about it in 
the papers... Please accept our heart- 
iest congratulations.”” The rest is a sug- 
gestion that when in New York, the 
personality should stay at the San Carlos. 

(Continued on page 38) 
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This scene at International 
Mailers Inc. shows how Bunn 
speed-tying saves time, boosts 
production. 


Bunn machine ties packages 


4 times faster’.avs manine ream 


“We bought our first Bunn Package Tying Machine in 1945. We soon found 
that it ties mail at least 4 times faster than the machine methods wed been 
using. With Bunn equipment, our operators average 25 to 35 packages tied 
per minute—that’s 50 to 70 double-wraps and ties with about 50 pieces of 
mail per pac kage. With production like that, it’s no wonder that, since 1945 
we've ordered only Bunn machines for package tving. John P. Stanaitis, 
Secretary-Treasurer, International Mailers Inc., Chicago, Ill. 


The secret of the speed Mr. Stanaitis describes is this: the operator never 
’ , Yo 
has to remove the package from the table during the tying operation. Perhaps 
! 
this exclusive Bunn feature can speed up your package tying too! 


SEND NOW FOR INFORMATIVE BULLETIN No. 100 Tells how you 
slash package tying time, save twine and sharply reduce 

costs with Bunn automatic speed-tying. Lists over SO 

types of packages that can be Bunn-tied without changing 
machine for varying sizes and shapes. Write address below. 
No obligation, of course. 





SOFT GOODS 


i 
g A FEW OF THE ITEMS WHERE BUNN MACHINES MAKE HAND TYING OBSOLETE 
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CALENDAR TUBES 
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SPECIALTIES 





B.H. BUNN COMPANY, 
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PAPERBOARD PRODUCTS NEWSPAPERS & MAGAZINES 
—- a 
b, 7 . bop 


1907 —in our 45th year—1952 
DEPT. R-1, 7606 VINCENNES AVE., CHICAGO 20, ILLINOIS 











A SALUTE TO 
THE NEW BOSS OF THE MAIL 


(Cover Story) 


As ol 


E. Summertield 


January 20th, 1953, Arthur 


becomes Postmaster 


General of the United States. Reporter 
readers should get acquainted with 
the man shown on our cover .. . for 
his ideas and actions can affect our 
way ot doing business during the next 
four years. 

In some quarters, there has been 
criticism of 
back into “political hands.” But the 


new Postmaster General is primarily 


putting the Post Oftice 


a business man, rather than a politi 

clan 
Arthur 

Pinconning, Michigan on March 17, 


Summerfield was born in 


1899. He went to work in automobile 
plants at the early age of 13, after 
grades of 


completing only eight 
t & x 


school. During the next six years he 
toiled in a number of production jobs 
then added a six year spell in 

the real estate business 
In 1924 he started his own business 
ind soon developed it mto one ol 
the largest individual oil distributing 

companies in Michigan 
In 1929 Arthur Summertield formed 
the Summertield Chevrolet Company 
of Flint . . now one of the largest 
retail automobile agencies in America. 
National 


Automobile Dealers Association. Joined 


He became active in the 


and worked for many civic and busi 
member of 
Ameri 


ness groups Became a 
the Board of Directors of the 
can Motorists Insurance Company and 
Lumberman’s Mutual Insurance Com 
pany, Chicago. He served as Michigan 
director tor Boys’ Clubs of America. 
He entered the Michigan political 
scene in 1943 and became prominent 
in the Republican Party . climaxed 
by National Chairmanship following 
> 


the 1952 Chicago Convention. He re 
signs that Chairmanship when he takes 


2 


the Postmaster General office on 


January 20th. 

In order to get some additional 
background material on the new 
Postmaster General, this reporter con 
tacted a mutual friend, John McAlpine, 
who formerly handled part of the 
Ford campaign for J. Walter Thomp 
son and who for some months has 
been executive secretary of the Presi 
dential Inaugural Committee of Michi 
gan (DOMAA members will remember 
his fine talk at Milwaukee Conven 
tron). 

Here is part of a letter received 
from John 


erfield has achieved 


uccess 
venture he has entered 
have cone 


yUSIMe 


annually 

lose study 

raster General 
ibject of much 
the considered 
t Ofhce em 
Arthur 


about 
be sure 
carefully 
No one 
can TI con 
asked to sup 

ortion of the load 
cpartment employees will find 
the word is used 
nan who believes, 


mbined effort. They will 


rking with 


almost 


entative in the Cabinet 
both on the ‘Hill’ and 


One last point—and one that you may 
not already know—the Summerfield Chev 
rolet Company is now, and always has been, 
un active user of direct mail advertising 
Arthur, Jr. (who now manages the dealer 
ship) tells me that their active mailing list 
numbers more than 10 thousand names and 
that a regular schedule of mailing is main 
tained throughout the year 

“As vou can gather, admire Arthur Sum- 
merfield and I'm sure you—the Post Office 
employees—and everyone clse is going to 
feel the same way about him after you've 
had an opportunity to ‘work with him.’’ 

That makes an encouraging picture. 
None of us should expect any im 
mediate miracles from this business 
tackling one of the 


administrative jobs in the 


man who is 
toughest 
world. 

We can all hope that Mr. Summer 
field will try to get Congress to 
divide sensibly the functions of the 
Post Office. What are the public ser 
vice and Governmental jobs which 
should be covered by 
rather than 
What are the equitables rates necessary 


appropriations 
considered as deficits? 
to make the strictly business services 
self supporting? 

We'll 
gestion to the new Postmaster General 
Appoint a 
mittee from the direct mail field. Call 


make one preliminary sug 


voluntary advisory com 
on this group for suggestions, advice 

or just plain “better public re 
for the Department. Such a 
committee, under Chairmanship of 
Earle Buckley, worked well for the 
Treasury Department during past three 
or tour years. 


lations” 


The Direct Mail fraternity will be 
glad to help in any way possible 
with a minimum of axe-grinding. 

The Post Office Department is im 
portant to all of us. And all of us wish 
Arthur Summerfield good luck in the 
difficult days ahead. 
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YOU CAN HIRE Ge Ae FOR A FEW CENTS A DAY! 


fn 


e Five tac tories an d over 100 sales representa- 
ives are equipped to handle your usual . . . "TE NSION ENvVE LOPE Co RPORATION 


envelope requirements. S22 AVENUE ORTH 2NO STRE 
NEW YORK 36 N vy 


ur needs today. RAND AVENU 


i9i2 G6 N 
OES MOINES 14, 1 





FROM $300 TO 300,000 
CUSTOMERS IN 3 YEARS 


By Lewis Kleid 


Soilling over trom room to room 
loor to floor ... building to building ... 
David Margulies has mushroomed his 

iil order business so rapidly that 
equipment ind furniture of his 
ind warehouse are either collap 

portable, or on wheels 

you haven't heard of David Mar 
ulies or Damar (the first two letters 
1 last name) 


business is 


the owner's first anc 
not your fault. His 
mnly three years old and David is a 
ery young man It's a tribute to the 
opportunity that still exists in this 
ountry when with little money and in 
1 short teme a successful enterprise can 


highly ompetitive 


ix d in i 
DUSINESS 


What 


uccess in a business distinguished by 


makes for such extraordinary 


in extraordinary mortality rate? Did 
David have a secret formula? Did 
his wite do it? Did his father hand 
him the business on a silver platter? 

Dave Margulies came up the hard 

iy. He worked his way through 
college (Wharton School of the Uni 

sity of Pennsylvania, University of 
School of the 
Actually 


job” ex 


Nos ind the Law 
niversity of Pennsylvania) 
he never had any “on the 
perience 

Having ved three 
Navy 


years in the 


othcer in the Pacih 


Theatre was eager to get started 
} 


ition had 500, 


mul 

ot tast 

the opportunity to 
distres merchandise Hy 
300.000 saturated th 


then a tor something 


car clothes carrier yadge 
(Hang All Auto Wardrobe Rack 


$3.98) was next and he endeavored 
it to auto supply stores, chain 
retailers, etc.. but met with 


last 


stores 
rebuffs all along the f As a 
measure he tried mail or ind found 
despite the opinion of experienced 
chain store buvers, that he had some 


thing people wanted. 


At 29, David Margulies is the head 
of a mail order company with 300,000 
active customers, a wholesale business 
which sells to other mail order firms 
ind a booming new business, Around 
the-World Shoppers’ Club. You can 
judge his character and qualities of 
leadership in that he would consent 


to this interview and reveal the things 
he has learned the hard way 


Q. How did you happen to 
start your business in New Jer- 
sey and is the Newark address 
a disadvantage? 

\. | don't know 
any advantage or disadvantage in 
being located in Newark. It happen 
home town and 


whether there is 


ed that this is my 
it was logical that | start my business 
here. Actually, I think it makes little 
difference. | would be just as success 
ful or unsuccessful in Oshkosh or 


Boston 


Q. Your ads in magazines some- 
times use the name, “Mrs. Damar’s 
Kitchen Korner,” “Mrs. Dorothy 
Damar” or “Damar.” Why? 


all one and the same. 


\. They are 


In certain ads we try to impart a 


homey quality. In_ others, 
space limitations make the one word 


preterable. 


personal 


name, “Damar” 


Q. What is Around-the-World 
Shoppers’ Club and how did you 
happen to start it? 


A. In my search for new products 
I tried to cover everything available in 
this country and abroad. For instance, 
in Italy I found a garlic press, which 
became one ot our successtul items. 
This and the search for other gad 
gets led me to establish contacts with 


representatives in key spots 
I I 


buying 
internationally. These representatives 
turned up so many unique things 
which DAMAR could use that were 
made by small craftsmen in the free 
countries abroad that we had to find 
some way of testing and selling them 
in this country. The idea was devel 
oped 18 months ago. We tested it 
with magazines, newspapers and di 
rect mail. It’s a terribly complicated 
business but it has possibilities. Here’s 
how the Club works 

Each month members get a selec 
tion of foreign merchandise deliver 
ed directly from the country of origin 


Membership cost $6 for three months, 


Lewis Kleid 
Reporter's Note: The Lewis Kleid interviews 
in previous issues of The Reporter have been 
very popular. So here is another one. You 
will want to read every word. Lewis, as you 
all probably know, is president of Lewis 
Kleid Company, 25 West 45th St. New 
York 36, N.Y. David Margulies is president 
of Damar and Around-the-World Shoppers’ 


Club, Trent Place, Newark, N. J. 
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FROM AUTO.-TYPIST FILES: 


$11 for six months, and $20 for twelve 


Fach Let Ewald Mayer tell you... 


member gets a free Surprise Gift 

from a foreign country for joining. "Diver * Results 
Q. You talked about a garlic 

press. Is there any market for such ra 

an item? 
\. We've sold a tremendous quan 2 


tity at a dollar each and I venture 


months, payable in advance. 


ree 7 tli Sales Mgr., 

at ~with imitations over a mullion Safeguord Corp., 
have been sold. When we started send with Auto-typist Lansdale, Pa. 

ing in orders, the maker in Italy 
lidn’'t know what hit him. We ‘ , . 
: “ogy il : F had “The Auto-typist has saved us a great deal of available typing 
o help financially, expedite, design , ie , 
the packages and practically nurse time,” says Mr. Mayer. “Our payroll is unchanged, but the 
maid production to meet our require volume of letters sent out has been vastly increased. 
ments. This has happened time and ; Also: “Our direct mailing results increased 


ime again, here and abroad. three times over our mailings without 


the Auto-typist!” 


Someone will come to us with an 
interesting untried item. In order to 
Step up production, or make it econo 
mically, we either take it over ex 
clusively, buy the patents, make the 
die and actually make the item or 
have it made to our specification with 
a royalty to the inventor. 


Q. Do you insist on handling 
your own items exclusively? 


\. No, we will sell our exclusive 
items to other mail order houses, 


department stores or jobbers. Models To Meet 
Every Requirement 
Q. How many items does Da- 


mar sell? a fiah 


\. We offer about 1,000 99 oO 
which we buy from other manufac 
turers and most of which we carry in Model 5030 
stock for immediate delivery. A few Operates any type- 


heavy things are drop shipped by writer. Permits 
pushbutton choice 
of 5-20 different 
letters. 


special arrangement with the manu 
tacturers. 


Q. How do you go about find- = | 


. P 29 
— wow mail order merchandise? Here’s how! Transfer all your routine correspond- 


ence to perforated Auto-typist rolls let your 
Auto-typist automatically process each outgoing 
letter, retaining all the attention-getting qualities of 
an individually dictated and typed message. Sound 


A. I visit trade shows, read trade 


magazines, get ideas from our custom Model 5100 
ers, create things for which I think Ser eenalier offes 
there might be a demand, see manu Avtomatic opera- 
tion of any electric easy? It is, and fast, too one girl with Auto- 
typewriter. typist equipment can turn out as many as 500 let- 


ters a day! Better find out about Auto-typist today 


facturers salesmen, and listen to my 
wile. 








Q. How did you get into the 
manufacturing end of the business? 





\. We prefer not to manufacture, 
but when we hit a good thing and 


the manufacturer can’t produce enough 


e ® AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter Street, Dept. 21 


Chicago 22, Illinois 
{ Nome 
ay Firm 


for free Aute-oypiet liter- Address 


for us we try to help him out. At 
other times, an idea will be present 
ed to us and we'll make the die and 
manutacture or work out an exclu 
sive arrangement on a_ royalty basis 


ature and full information 


with the owner. on the Auto-typist line. City Zone __ State 


(Continued 3rd column page \6) 60 60500656566606600000606560460600066000000600000000060080800606008 
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A Review by H. H. 


A Sales Manual To End 
All Sales Manuals 


Hotel Sales Ma rel \s 
elebrated | wel Fifth 
| Sales 


manuals in 


sary by | 1UC 4 i 
end 
1 mammoth 


reporter has 


possible 
the mem 
ippear in 
page 


nag 
payes 


3 

d 5 40] 
ustrations 

rned over to 

1 Hicks. Ir ‘ast President 

LiS.M.A. He spent 


ti na ssembling 


several year 
material 

by offset from 
a om position 
is to quote 
Hicks, Ir 
| was de 
purpose im 


1451 undamen 


Hotel 


how 


Sales 


istrate these funda 


to the problem 
actual 


that 


to ive 


Su ' sales icle is 
heen ipplied to the subject. The 
Man il is not 


i omplishment Its 


meant to be a literary 
purpose 1s te 
sales ideas 


ind illustrate workable 


the simplest and most understand 


possible 
anager, the 
a check list 
l< the new 


the 


\driar 


wraely ind 


it is used. 

When I first saw the Manual at 
\dantic City, | told Adrian Phillips, 
Vice-President of the As 
(38 Boardwalk National Ar 
Atlantic City, New that 


the work was far too important to 


wisely 


Executive 
sociatior 


Jersey) 


be limited to the hotel field exclusively. 


Che principles are adaptable in many 


This opinion has been con 


miustrics 


ed Si c in letters received by 


Frederick P. Ernest, specialty 
irketing partment of Batten, Bar 

« Osborn, Inc. wrote 
art-time student of handbooks 


i | want to go on record 


most 
books 


Try ue h 


1s one ot the 
and informative 
What's more, 

' ’ 

Is aS applicable to a 
drug business as it 1s 
the hotel 
the Manual 


listribution to mem 


business 
was design 
Phillips has prom 

to Reporter 
as small supply lasts 
postage \ 


$5.60 at 


plus 
iddress 
get it. The Reporter 
voard 


this 


ro over! in rec 


But 


in pull out all the 


works ot kind 
ine iddition to any 
ibrary. If you should 
the basis of this rec 
reason think 
Manual 


repurchase it for the 


1 for any 


send the 


Kleid Interview 


(continued ) 


Q. Some experts in the mail or- 
der field say that you need at least 
a 300°. mark-up. This mean that 
an item which cost 50¢ should 
be sold for $2.00, and something 
costs $1.00 should be sold for 
$4.00. Do you agree? 

A. No. You can’t pay 
percentages. The 
of the day is the prime const leration. 


bills 


profit at the end 


with 


indi 
Even 


The percentage of profit on an 


vidual item is not factor. 


at a mark up ol 500 some items 
are not profitable. Others can be pro 
titable The 


actor not 


. 


at <£) or less. cost of 


selling is the important 
percentage or pronhts. 

Q. Must you necessarily limit 
your items to units under $5? 


\. no means. Some mail order 
firms sell office equipment, steel desks, 
ind filing equipment costing $50 and 


up. The 


small but the profit ts 


such a case is 


The 


merchan 


mark-up in 
large. 
manufacturer handles _ the 
dise on a drop shipment basis so the 


While 


catalog is 


1 
major expense is in_ selling. 


most merchandise in our 


under $5, we do sell units up to $60. 


Q. Who prepares your advertis- 
ing? 

From the very beginning Max 

New York 


been 


well Sackheim Company of 


has been our agency and has 
responsible for all 


our national ad 


ertising. The agency also helps style 


material. Our 


iW departme nt 


our printed inter 
| ad 


own 


ertisi prepares 


I 
] 


irculars and writes copy tor our 


italog. 


Q. Do you do your own print- 
ing and mailing? 


\. We have a torm 


letters and circulars. We don’t at 


multilith for 


runs or complicated coor 


jobs on our machine but it serves a 


purpose il d saves us time and 


money. 


We also have a few people send 


ing out mailings but on any large 


campaign we find it expedient to 


work over to a lettershop 
York 


equipment 


turn the 
in New 


insertit 


which has automatic 


Sure, we might 


money by doing our own letter 
work but the might 


supervision, 


Save 
shop economy 


be lost tn space, cost of 


machinery and the training of per 
desirable for us 


had a 


—. ' 
sonnel. It would be 


to do it ourselves if we con 


stant flow of work. 
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Q. | notice that many of your 
items sell for $1. Is that a better 
mail order price than 98¢? 


\. Yes, the $1 price makes it easier 
for a customer to send in an order. 
[he 98¢ price requires that the cus 
tomer spend up to 10¢ to buy a 
money order or personal check. It’s 
amazing how many people will do 
this rather than enclose a $1 bill and 
overpay 2¢. On the other hand a 
$3.98 price may be better than $4.00 
because few customers would chance 
sending $4.00 by mail. Here, the ex 
pense of a check or money order seems 
justihed. But if we increase a $1.00 
price to $1.10, we kill our chances. 
Orders drop off and we don’t get mul 
tiple orders. 


Q. Do you think mail order buyers 
are different than other people? 
\. Yes. A mail order customer is 
a funny duck. He'll go to the post 
ofhce, buy a money order, write out 
in order, iddress an envelope and 
zo to all kinds of trouble, on even 
a very small purchase. One he has 
bought and is satisfied, he will come 


back again and again 


Q. Do you sell on a “bill me” 
basis? 

\. No. We have tested open ac 
counts versus C.O.D., versus cash with 
order and in our case we ask for 
cash with order. People who order 
by mail are basically honest — but 
somewhat careless. The additional 
business that you get by selling on a 
“bill me” basis does not justify the 
extra expense. It’s not so much what 
you've lost in bad debts, but what it 
costs to collect the outstanding ac 
counts (and the money tied up in 
merchandise delivered but not paid 
for). 

We don't like to sell on a C.O.D. 
basis either not because of refusals 

but because it costs the customer 
so much extra to do business that 
way An item that ordinarily sells 
tor $? on a cash-with-order basis, costs 
ibout $2.60 on a C.O.D. basis The 
extra O0U¢ is the actual cost of the 
postage, the money order ree, and 
the collection charge. In tests that we 
have conducted on C.O.D. versus 
cash-with-order, we find that we get 
just as many orders with cash en 


closed. 


Q. Do your charges include post- 
age? 

\. Yes. It's good business for us to 
prepay the postage. If we didn’t we 
couldn't do business on a_ national 


scale. 
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REPLY 
CARD 
(or envelope) 


THE LETTER 


nearest sales 
office—or write 
REPLY-O-LETTER 
150 W. 22nd St. 

N.Y. 11, WY. 


“ADAGE MAILERS” PAY! 


Now you can make month- 
ly contact with all your custo- 
mers and prospects for a few 
cents each. Postal card size 
ADAGE MAILERS get slid 
under glass tope of desks and 
hung on office walls, sell you 


New! Effective! wd product every day 
Lew Cost! . 
FREE samples and prices ADAGE CO. HOWELL, MICH 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


Moswly 


MAIL ORDER LIST SERVICE, Inc. 
38 Newbury St., Boston 16, M 
NEW MAIL ORDER CUSTOMERS IN VOLUME 





large 
envelopes 
samples 


direct 
advertising 


house 
organs 


and other 
duplicate 
mailings 


you can't beat 
DUPLISTICKERS ! 


Write today for your sample 
package of Duplistickers...see 
how they will save you time 
and money on mailings. 


EUREKA SPECIALTY PRINTING CO. 
558 Electric Street - Scranton 9, Penna. 


DUPLISTICKERS are made 
only by Eureka. 








SOURCES OF SPENDING POWER he aap DIRECT MAIL LISTS —eeeeeememnna 


260,000 MANUFA 


cr 
PLANTS URERS 


» INDUSTRIALS 
W. S. PONTON, Inc., 


Q. DAMAR has been taking full- 
page ads in some of the home 
magazines recently. Most of the 
other mail order firms take small 
spot ads. Are the full pages pro- 
ductive? 


hay n rong convictions 
way ! . Z ot space im 
ship to th importance ot the 
sion or the items | wish to sell. 
my job to know whether 

space Is better than small Any 
who has $11,000 tor a full page 
Better Homes & Gardens can soon 


vhether bi prac Is desirable or 


Q. Do you test new items and 
offers or do you just use your own 
judgment? 


\. My judgment ts tair up to a 
certain point but the cash register 1s 
the only true barometer We are con 
tantly testing: stuffers, package en 
closures, catalog space, advertising in 
magazines and newspapers and direct 
mail. We test as many times as nec 


kee p on 


found 


essary to find out, then we 
retesting to prove what we 
out. Since we use a variety of media 
sell our wares, it is important that 
we erify our thinking wherever the 
promotion involved will be consider 


1} 
Die 


Q. Is there any one way that 
you prefer to sell by mail? 


\. I have no pet theories. If TV 
was the right medium and brought 


orders it lowest cost, I'd use rv. l 


50 East 42nd St 


1,400,000 TAILERS, 


TRADE seuccnens 


New York 17. N.Y 


have no objection to radio. The prob 
lem is how to use it effectively. Di 
is logical, because we can 


who have bought other 


rect mail 
reach people 
things by mail. A catalog is a neces 
sity too because once you have ac 
quired a customer you must maintain 
constant contact and make it easy for 


the customer to reorder. 


Q. How often do you mail your 
catalog? 


\. About six times a year. The 


best results come at the Christmas 
Season but we can't neglect the other 
months. The Christmas Catalog runs 
others about 16 


ibout 32 pages, the 


pages 
Q. Do you use outside rental 
lists? 


\. Yes. 


to our own customers. When we have 


isn't sufficient just to mail 
a good item or a good catalog, we 
must multiply our efforts. We use 
outside lists extensively and have no 
We'll 
almost any list which has good basic 


preconceived convictions, test 


mail order qualifications. 


Q. | know that you rent your 
own customer names, David. Do 
you find this a profitable practice? 


\. Yes 
ill the 


Counc of 


Our list ts registered with 
members of the National 
Mailing List Brokers. In 
planning promotion of a new product, 
particularly one that has a low unit 
of sale, we consider the potential in 


come from the rental of that cus 


PHOTOENGRAVE 


Phone: MUrray Hill 7-5311 


for FREE 
Catalog 





tomer name as part of the profit. The 
already on 
stencils for our own purposes makes 


fact that our names are 


running off our lists tor other firms 
highly profitable. 

Q. Will you rent your names to 
competitors? 


\. Yes, if ou 
ing does not conflict with ours. We 
can't get all the 


our customers. A customer's business 


competitor's mail 
! 
business from. all 


isn't something that we can control. 
\ good mail order customer may be 
on dozens of other lists 

I want to make sure, however, that 
anybody who uses our names, sells 
only items and = services of merit. 


When 


ferior by mail, it 


someone sells something in 
ibuses mail order 
and makes our job harder. On the 
when honest things are 


sold via mail order, the more I and 


other hand, 


my competitors will benefit 


Q. When you rent your own 
customer names to others does it 
cut down the value of these names 
for your own purpose? 


I believe 


\. | don't think so, Lew. 
in keeping our customer list active. 
Ihe more mail the customer gets, the 
more the resistance to buying by mail 
is broken down. Our customers can't 
buy everything from us, every time 
we send out a catalog. It’s a long 
softening up process. In the 
j work on per 


mail order business we 
centages. All we look for is that a 


range, 


few people out of every hundred buy 
something from us by mail. 


ce Sa ala 
LOngacre 4-2640 


Rs . 
460 W. 34th ST., N. Yc. 





Q. What do you think about 
the criticism that people “throw ENVELOPES To Save 


mail away unopened?” You Labor, Speed Service 


A. This criticism is likely to be Help Prevent Mistakes! 
more true when using compiled lists 


and non-customer lists. Actually, | N 
7 - 


| | 
don't expect, nor is it necessary, that j Are Coins Your + Ss 


everyone who receives our mail will l 


1 read it. Enough of th 1 ae 
open and read it. Enough of them = M i] P b 4 , 
will to give us the of order that Oe al 19 lems: Ree 
we need to make the mailing pay 


its way and the higher the percent Here's an Envelope thet Brings Small 
age of customers and mail order <aqnutnort Change Back Safely — Increases Returns! 
buyers in the list the better the re Ss 
sults. ; When you ask customers to return small 
An interesting fact is that we fre , change by mail—do you make it easy and 
quently get an order on an item of —_ - 4 safe for them to do so? Here’s an envelope 
fered a year or more ago, using the specially designed for carrying coins and 
currency in complete safety. It incorporates 


reply envelope enclosed at that time. 


; It ocket with safety tab 
From the colors and designs of our >) Tension’s built-in coin p Y 


reply forms we can tell that people chaos saat Cmamot to hold small change securely 
actually save our catalogs and use 3 Your prospects know this envelope is de- 
them to buy things which we offer ee signed for mailing small change. They slip 
in our magazine advertising. It is — currency in it without hesitation—and trust it 
apparent that the real mail order buy ==. — to the mails. This customer confidence brings 
er will save your catalog until such you more returns. You run no risk of torn 
time as he needs the item you offer. _ envelopes and lost remittances. Brings back 


, ‘ 
We often get orders for merchandise paper money and checks, too 


that has been discontinued many, 


Write for a sample today! 
many months ago. 


1 Eire) 
Q. How long do you hold on A‘ es 8 
to a name and consider it an ac- *nve lore? 123 f=) Co) a A's RO) 2 > 


tive customer? New York 36.N.Y. Stl M A 


A 


CORPORATION 

Mc 4 lowa Kk ys City 8M 
\. We haven't been in the 

ness long enough to consider an ar 

bitrary practice in culling names. We 

clean our list six times a year amd | sppeppneneeveeeseeUeeOueNOOEOUEOOUEDOAEOUEDUREOUOOUEEUUEOONEUUEOOUEOUEEDOEDEEDOEEUUNEUEETEE DEEN. 


es aa oe ek GUMMED LABELS 


Our large purchases of addressing labels enable us to offer 
gummed labels at the following prices (33 on a sheet, white 
only, always in stock). Samples upon request. 


accurate records of what each cus 
tomer bought and when he bought it. 
Perhaps we could do better by hitting 
special sections with special appeals 

using customer control methods to 


20 reams $2.75 per ream 
10 reams 3.00 per ream 
5 reams 3.25 per ream 
2 reams 3.50 per ream 
Excellent — One Time Carbon — $4.10 per Thousand 
Size 84x11 
Free Truck Delivery in Manhattan and Brooklyn 


m. victor, addressing service 


130 Flatbush Avenue STerling 9-8003 Brooklyn 17, New York 
CEEEROUOCEERERCEUGCEEEERRGCCUEREEREEEGCCEE ERE EECREREEEEEEECEE EERE GEOR EERO OEOREREEREEOUEEE ER EEREEEEEE EEE 


select people who buy high-priced 
items or certain categories but our 
customers have certain basic quali 
ties... they are mail order buyers 
and they are interested in items for 
their homes. It’s easier for us, there 
fore, to hit everybody with our broad 
general offerings than to pin-point 


specific smal! groups with special of 
ferings. 


ULL 


Q. It's interesting to note how 
may men buy household items 
from you. It was my impression 
that your list was predominantly 


women. “Thru the mails and into the monty... 


A. Our items are mostly for the by using good lists. Chances are you'll tind a tew “naturals” for your pro 
home and for the family car and motion among our 65 different lists of men, women, and juvenile cash 





it's relatively unimportant whether mail order buyers ot books, magazine subscriptions, music courses, apparel, 
the man buys it or the woman. In | jewelry, cosmetics, giftwares, merchandise, items for automobile and 
the case where the man orders the television owners, etc., etc. Catalog on request 

item, it’s usually for something that 


of BOOKBUYERS LISTS, INC., 363 BROADWAY NEW YORK 13, N.Y.- WORTH 4-587) 








will save time or effect some sort 
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ur so. WHY ? 


So much direct mail gets tossed into the “circular file”. It doesn’t 
stand out enough from the flood of sales letters, brochures and 
folders cascading across a desk. 

There's an answer for you, and it’s a simple, result-pulling 
answer — PLASTIPLATES. Here's the offset plate to produce 
sparkling printed pieces that compel interest. You capture 
fidelity in every detail ...the whole of a line image... all the dots 
in a halftone. Plastiplates are the nearest thing to stone lithog- 
raphy for direct mail use. 

More and more advertisers find, through PLASTIPLATES, 
the brilliantly “alive” direct mail ...the sales messages that 
“leap” from the printed page...the interest and dollar-and-cent 


returns they're seeking. So can you! 


Te convince yourself of Plastiplates’ superiority, make a 
Folder FREE TRIAL right now! We will gladly furnish you or your 
gescriding printer with 3 FREE PLASTIPLATES so you can compare results. 


pLASTIPLATES 
_. yours 
for the 
asking. 
Remington Rand, Room 2589, 315 Fourth Ave., New York 10, WN. Y. 


Please send me 3 FREE Plastiplates [] Direct Image [) Photographic 


My duplicator is a Model No. 


I use a typewriter with a () Fabric [) Carbon Paper Ribbon. 
Please send FREE folder on [) Plastiplates (DS 62). 


Name___ 
Firm 
Address_ 
Oo 





economy. A man uses modern de 
vices in his office, and he likes to 
translate that efficiency to his home. 
It’s a fallacy to think that only wo 
men buy household items or read 
such magazines as Better Homes & 
Gardens. 


Q. How do you maintain your 
customer list? 


A. We use Elliott stencils and keep 
the actual sales record right on the 
stencil eliminating all other records 
The stencils are filed geographically 
and then alphabetically within cities 
and states. Date of purchase is noted 
on the stencil. Each new order is 
checked against the customer file to 
prevent duplication of names. 


Q. Do you try to build your 
mailing list by asking satisfied 
customers to recommend names of 
friends? 


A. Yes, but these names have little 
value. They are no better than any 
cold compiled list. When a customer 
sends in a name of friend volun 
tarily, however, we do find these 
names extremely profitable. 


Q. Is yours a year-round busi- 
ness? 


\. Our greatest volume is at the 
Holiday Season but contrary to the 
general impression, we keep busy 
all year round. We always say to 
ourselves at Christmas time that we'll 
do such-and-such when we're not 
busy but it never works out that 
way. By keeping a flow of catalogs 
going out every two months, and ad 
vertising constantly, we have enough 
work to keep our basic crew active 
all year. 


Q. Do you find that personaliza- 
tion increases sales appeal? 


A. Personalization is not the be 
ginning and the end of the mail order 
business. Today, almost every depart 
ment store in almost every city does 
or has some firm which does person 
alization work for it. Inscribing of 
imprinting the customer's name is no 
longer a novelty. Certainly the cus 
tomer has to pay for the extra fea 
ture. Someone must make a profit 
on the extra work. It’s true that some 
generally available items such as book 
matches couldn't be sold by mail with 
out personalization. My own prefer 
ence is to sell the merchandise and 
not the personalization gimmick. 


Q. What do you do with all your 
free time, Dave? 


\. What free time? 
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By Dudley Lufkin 





Reporter's Note: Despite television and other 
rugged competition . the motion picture 
business isn’t as bad off as many of its 
constituents may think. At least one member 
of the industry is giving it a needed shot 
in the arm .. . that is paying off with paid 


attendance. He is Edgar Goth, advertising 
and exploitation director of the Fabian 
Theatres. Ed’s direct pi inted ¢ i 





to obtain movie patronage are paving the 
way for him toward leadership of the mo- 
tion picture direct mail field. His contempo- 
raries will do well to study this story of his 
success. Others can use “pinpointing” 





\ resounding cry of woe is being 


echoed these days from Hollywood 


by motion picture distributors and 

a exibitors about the “plight” of their 
business. 

Hollywood studios moan that pro 

duction costs have soared to celestial 
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for pinpointed 
groups. This broadside was sent to Negros. 
lt highlighed the “hep, groovy and ‘all reet,’ “ 
\\ singing of colored singer Billy Daniels. 















appeal to two different 


heights, while the distributors and 
exhibitors pick up the chant... wail 
ing that competition for the entertain 
ment dollar today is too tough. They 
blame television, high costs, and the 
increase of other modern 
terest for their own box office jitters. 
Most of them maintain that the cost 
of increasing promotion 
meet the situation would be imprac 
tical for the perishable product they 
sell. 

But situated in the middle of this 
crying jag is a young promotion man 
named Edgar Goth who, through the 
extensive use of direct mail, is rapidly 
proving the box office dilemma a fal 
lacy. 

Ed is chief of advertising and ex 
ploitation for the fifty-theatre chain 
of Fabian Theatres. From his four 


social in 


enough to 





ANIIWIOA 


“Sunny Side of the Street” offered angles 


CANNOT TIN 


‘Teen agers received a different broadside 


: 


INNA 


FABIAN THEATRES PROVE 
MOVIE ATTENDANCE IS 
“BETTER THAN EVER’ 


NY 














COLONIAL Theatre 
’ Starting Wednesday, Oct. 10th 






on the same picture. It ballooned bobby- \\\ 
sox idols Frankie Laine, Jerome Courtland, WYO\Wa 
Toni Arden, etc. Both direct mail pieces \\\\ \\ 
were produced by the cooperative system \\\\ \\ \\ 
\\ \" \ 
\\ \\' 








with a local record shop sharing half the \\ 
cost. 


cc 























teenth-floor office in the Paramount 
Building in New York City, high 
above the starving box offices below 
on Broadway and across the nation, 
he took a good look at the situation. 
He was faced with the reality that 
television, automobiles, and countless 
other time-grabbing elements in our 
complex modern life were wooing peo 
theatres. Rather 
than weep, Ed thought of a way to 
woo them back. 

“The customers were still there,” 
said Ed. “They'll always be there. But 
we had to change our method of 
attack to get them. 

“Picture attendance in the old days 
was mostly by habit because there was 
little else to do. Regardless what pic 
playing at the Bijou, the 
Jones family went regularly on Sun 


ple away from his 





ture was 
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day nights by force of habit. Sunday 
night meant movie night. Now the 
Jones not only have television, but 
many other outside interests as well. 

‘If they go to their neighborhood 
theatre on Sunday night now, it’s be 
cause they personally want to see the 
picture appearing there. In order for 
us to sell pictures today, we must ap 
peal to the personal interest of the in 
dividual by PINPOINTING 
aspects within the film that will ap 
peal to different groups. Direct mail 


certain 


is the only answer.” 

Use of direct mail as a ticket-selling 
adjunct is not new to the motion pic 
ture business. Yet it was rarely used 
on a large scale until Ed came along 
to show the industry that motion pic 
tures offer one of the most lucrative 
and flexible 
through personal direct mail appeal. 


commodities for sale 


The Cost Can Be Split 


Most of Ed’s competitors recognized 
ind appreciated that fact. But they 
said the cost of using direct mail to 
get movie patronage was far too cost 
ly to make it worthwhile. You could 
possibly fill a 750 seat house with a 
5,000 or so mailing; but the cost of 


the mailing would take all the profits. 


Ed beat the cost drawback by en 
tering into direct mail through the 
back door when the front door ot 
cost” was locked. He did this by 
producing most of his mailings through 
the cooperative, tie-in system. On a 
broadside mailing for a musical pi 
ture, for instance, Ed gets a local rec 
ord shop to advertise records trom the 
show on the reverse side of the broad 
sicle thus splitting the cost of the 
piece in half. The cooperative system 
makes its possible for the theatre to 
display posters in the record store and 


use many other tie-in promotions. 


Where no cooperative tie-in is avail 
tble, Ed reduces the size of his stand 


ird, general 


appeal newspaper ads 
Che cost-of-space saving pays for the 
direct mail personal, pinpointed cam 
paign without sacrificing any pulling 
power from the newspaper general ad. 
Instead, Ed has found that the extra 
space was wasted. He found that he 
could tell the same message to his 
general trade in a two-column, eight 
inch ad as he had been doing with a 
three column, twelve -inc h insertion 
without losing any impact. Che ad re 
mained the same; only the size was 
trimmed. The amount saved on_ the 
yeneral ad allowed him to send a 
channeled message by direct mail to 


speciiic groups. 


First Testing Successful 


Ed’s first testing of direct mail was 
tried a year ago in Harrisburg, Penn 
Fabian’s Theatre 


sylvania. Colonial 


there got a booking of Columbia's 
“Sunny Side of the Street,” a class B 
musical with no real headlining stars. 
Keeping the newspaper ad keyed to 
general appeal, Ed produced one 
broadside featuring colored singer 
Billy Daniels as the star of the picture 
(see illustration). He sent 5,000 of 
these to the Negro population of the 
Harrisburg area. In another broad 
featured bobby-sox idols 
Arden, Jerome 
Moore (see il 


side he 
Frankie Laine, Toni 
Courtland and Terry 
lustration). Five thousand of these 
were pinpointed to teen agers in Har 
risburg. Both were cooperative ads 
with a local record store sharing fifty 
per cent of the cost. 

The testing resulted in a 40° over 
normal increase at the Colonial box 
on the split-week booking of 
After 


ot fice 


the picture. making a spot 


Vie 4 


WE Timer’ 
in ITALY AMD Te 
& 





The “foreign language treatment” of Ed 
Goth’s direct mail campaign is illustrated 
by this rough sketch of broadside used in 
promotion of picture “Teresa.” Elements have 
added and emphasized to point-up the 
Italian angle. Italian starlet Pier Angeli is 
given more importance than title. The finish- 
ed product was an Italian translation of this 
rough mailed to Italian language groups. 


c hex k, 


ported that his audience for the week 


the manager of the theatre re 


was mostly comprised of teen agers 
and Negros. 

Taking the manager's report into 
view, Ed knew he had a bull by the 
horns with the tremendous impact of 
personal, pinpointed direct mail ap 
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peal. The standard newspaper ads 
had carried “Sunny Side of the 


Steet” as the second picture on the Every reader of this 


bottom ot a double feature! 


If such a method of “personalized” ° ° 
selling worked with “Sunny Side of magazine 18 a prospect 


the Street,” Ed knew that it would 


work with greater success for other f h NEW 
pictures. One film may contain several or t = 


different angles that can be directed e 
to specific groups. Sifting the different V. 
angles and cataloging them to these 4 J e 


specific groups is only a matter of 

seeing the film and finding its ele 

ments through press book synopses The bantam size Travel- 
and studio-released publicity material. | ing Rack that keeps 
“Across the Wild Missouri” was sold | things moving in the 
on the aspect that it contained mag- mailing room. 


nificent color photography. When the T. R. Je. stands just 36” high 
. ‘. “9 fr. ancs jus a . . 
picture played Fabian houses, direct occupies ealy five pale Fave eae 
mail was channeled to camera enthu space. It carries ten easy to detach 
Hook-On Trays, each measuring 3x 
store cooperatives and tie-ins. han Can bac — A pulled 
rovug crow’ aisies wi ease. 
Priced at $65.50 up. Pays for itself. 
“Foreign Language Treatment” i 
All-Purpose Traveling Racks, Whirling 
Racks, Hook-On Trays and other mail 
room equipment speed up printing, 
through direct mail. Fabian pinpoint ee aces cae ee your 
v ¥ i. 
ed its entire promotion campaign for Davidson agent cr write for folder. 
the picture “Teresa” (a G.I. married 
an Italian girl) to cultivate Italian 
movie goers. Standard press book ads All-Purpose Metal Equipment Corp. 255 MILL ST., ROCHESTER 14, N. Y. 
were altered and translated into Ita 
lian, slanting the copy to appeal to 


Siasts, creating an entre tor camera 


Foreign language groups make up 
a large segment of “movie buyers” 


Italian groups. Broadsides were sent 


to all Italian families in areas where How smart business 


“Teresa” was playing Fabian theatres 


(see illustration). 


a 7 e 
The same treatment was repeated gets its printing 


in their direct mail campaign for the 


picture “The Great Caruso.” But 
here, as an added supplement in ad W/ TH OG 7 ELA Y. 
dition to the Italian interest, the pic a 
ture offered Fabian a chance to send 
out a mailing geared to older groups Smart business uses the Davidson Dual . . . the modern business 
WAR nostalgic copy about the days of machine that prints office forms, letterheads, envelopes, advertising 
Enrico Caruso, and also another to ; : . . 

folders, price lists . . . important items you must have promptly. 
Your Davidson will have them ready in hours instead of days . 
top quality . . . fine halftone and multi-color work 


people interested in opera. 
As a leader in the use of direct mail 
to obtain movie patronage, one of 


d's mz obs is to keep Fabiz - 
BE many joe te Seep Pee Cane DUPLICATING, TOO . . . form letters, reports, bulletins, charts, 


tre managers abreast of all direct mail 
possibilities. As a direct mail produc drawings ... afew or a thousand... 


tion guide, he sends out a_ periodic sharp and distinct. Want to see how 
check-list of pictures that will play Davidson Duals are saving time and 
the Fabian circuit. Under the pictures, money in-hundreds of businesses? 
different angle possibilities are listed. Write 4 

A typical “foreign language treatment” rite us today. 


list might include: 
Hundreds 


CARUSO, A performer of Italian descent 4 of printers 
depicting an Italian star avi SO who operate 
FABIOLA, Italy Davidson 


Filmed in 


PRAVE BULLS Porto Rican Mexican Duols con 
Spanish give you 

VALENTINO, Italian this fast, 

HARLEM GLOBETROTTERS, Negro D2 low cost 

SATURDAY’S HERO, Polish, Czech a service, too 

MR. IMPERIUM, Italiar Ww 

TERESA, Italian-filmed in Italy 


QUO VADIS, Rome locale—Polish author 
DAVIDSON CORPORATION , Welte Ser 
A Subsidiary of Mergenthaler Linotype Company . Bulletin A-138 
JANUARY, 1953 1048-60 West Adoms St., Chicago 7, Illinois 
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Ed sifted direct mail possibilities 
from the movie version of the best 


“Kon Tiki” so throughly that 


the picture broke records at 


seller 
several 
Fabian theatres. Here's one bulletin he 


sent for managers to use as a direct 


mail guide for promotion of the pic 
ture 
Ir weneral appeal thr ish 
dvertising in newspapers 

i the type of attractior 
exploited and sold to 
this | mean taking selling 
ture and pin-pointing them 
ential audience who will 
they are INTERESTED in 
ncidentally I think that 
lot of pictures, suc 

have to be alon 


ome lirect mail 
tailored specifically 
tur ike Kon Tiki 
ANDINAVIAN NATIONALITY The 
‘ v n the raft Kon Tiki” 
Swedes Norwegians 
arefully worded 
ans in your town 
their ‘ intrymen s 
see the picture. These 
reached and cir 
om Swedish and Norwegian 
hurche bs and rvanizations 
BOOK OF THE MONTH: The book, “Kon 
has had tremendous distributior and 
Rook-of-the-Month Clut 
town either have rea 
about it. If you can 
what an be more 
INTERESTED 


ir playdate with a 


ALI TYPE SEAMEN ORGANIZATIONS 
et ' Tiki expedition was one 
amazing sea vo 

ry kind of sailor or 

ntacted. For instances 
headquarters Nava 
omes, Seamen hotels 
n) organizatic 
power squad 
ations et Advertising 
1 the primitive raft 
+h 7 i ) " es of 
D SEAMEN’S HOMES 
' sib ties ir ting 
seamen 


Kor 


icational 
ntific, an 


Ma te | troops in your 
I S« t will also be interested.” 
Mailing List For Theatres 
right list for different 


in one locality tor 


Getting the 
many dif 
ferent pictures isnt such i large prob 
lem as it may seem, Ed reports 
Thre ugh the use of the coc} rative 
system in direct mail advertising with 
local merchants, two birds are killed 
with one stone The cost of the mail 
ing is split in half for the theatre, and 
other theatres find the merchant will 

‘ly a list he has on hand. 
theatre 


In neighborhood localities 


different-interest organiza 


tions and clubs can be very beneficial 


rosters of 
not too difficult to obtain. Coop 
idvertising can also be applied 
help between organizations 
theatre By 
tions use the theatre lobby for 1 fund 


letting organiza 


raising or other display, it ts possible 
for the theatre manager to obtain the 


nization’s list. 


In a comparatively short time thea 
tres can construct a glossary of its 
patrons with a breakdown according 
to interest. The Trans Lux Theatres 
in New York City, showing higher 
type pictures for a select clientele, are 
building a powerful list by issuing a 
publication called “Marquee.” It was 
started last year as a combined give 
away program and theatre guide for 
the six Trans Lux theatres in the met 
ropolitan area. Since then, the popular 
demand for the publication has been 
so strong that “Marquee” is now be 
ing sold on a subscription basis. More 
important is the fact that the subscrib 
ers are forming an active and valuable 
mailing list for direct mail promotion 
tor the six Trans Lux theatres. 


Never before has Mr. Movie-goer 
had so many entertainment mediums 
vie for his cost-of-admission. The high 
cost of living today has forced him 
more than ever to be careful where 
and how he spends it. He must buy 
his entertainment the same as _ his 


wife buys groceries. 

The slogan “Movies Are Better 
Than Ever” is not enough. For Mr. 
Movie-goer it has to be “This Picture 
is Better than Ever For Me Personally 
Because . ..” 

\t a time when Mr. Movie-goer is 
also aware of “attendance disease” at 
his neighborhood theatre box 
direct mail has a definite public rela 
tions value to offer the motion picture 


othice, 


theatre industry. The industry can 


definitely compete with the intimacy 


of television in the public relations 
urea. Through direct mail it can reach 
patrons individually on behalf of the 
motion picture industry as a whole. 
It can build appreciation and theatre 
friendship. 

The industry can learn a lot from 
the methods used by Ed Goth, who 
believes television can open a new as 
rather 


pect in the theatre business 


than tear it down. 

His answer to television is a look 
at Fabian’s Fox Theatre in Brooklyn. 
It was there last month that Fabian 
had a screening of the first television 
theatre opera. Over a closed channel, 
“Carmen” was screened to a Fox thea 
tre audience. Critics acclaimed the 
theatre television presentation an un 
animous success. 

With the advent of theatre televi 
sion, Ed thinks that theatres have 
nothing but a wide scope of success 
ihead of them. 

And when theatre television 
magnitude,” he added, 


“pinpoint 


reaches that 
“we'll still be successfully 


ing” patronage through direct mail. 
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Beginners 


Section 


OR 


HOW TO 


Reporter's Note: The Reporter is edited primarily for a mature group of men and women 
who are supposedly wise in the world of advertising and selling. We try to keep these 
people up-to-date on what's going on and about who's thinking what about direct mail. But, 
what can we offer the new folks coming into the field? How can they learn the funda- 
mentals; get caught up with current thinking? We've been urged to start a Beginners Sec- 
tion of The Reporter. Plain, ordinary, down-to-earth fundamentals 





January is a good month to start. So, here it is. The best thing for begin 
ners, to our way of thinking, is the wonderful outline used by Harrie A. Bell, 
who teaches Direct Advertising at the Price School of the Poor Richard Club 
in Philadelphia. Back in 1945 we published Harrie’s outline in The Reporter. 
Later on in book form. The book is now out of print. Since 1945, thousands 
of new faces have appeared in advertising. 

So, we'll give you in easy stages, a revised outline of Harrie Bell’s course 
for beginners. Once in a while we will interrupt it to insert other valuable 
fundamental material. Show these pages to your assistants. Keep the installments 
for a permanent record. And it might not hurt you worldly wise experts to 


} 


review the text, just as this reporter has done during the past month. 


GET THE RIGHT START 
IN DIRECT ADVERTISING 


By Harrie A. Bell 


Men learned, long ago, to use tools 
to help them do things. The lever, in 
the shape of a tree trunk helped pre 
historic men to move or raise large ob 
jects. Development of the wheel, the 
rope, the pulley, and the bow and 
arrow demonstrate continuing inven 
tion of tools, always with the purpos¢ 
of helping men do things they could 
not adequately accomplish with their 
own hands. 

From physical tools men progressed 
gradually to the use of mental tools 
The messages which our American 
Indians conveyed from one group to 
another by means of smoke-puffs 
from a smudge fire, and the drum 
messages of the African natives, are 
familiar examples. These are tools 
that primitive men fashioned not to 
move weights but to transport facts 
to those at a distance. 

Imagine an Indian scout on the 
hilltop signaling the approach of 
white men. His smoke-puffs “spell 
out” to watchers on the next hilltop 
the simple fact, “White men coming 
down valley.” Merely transmitting 
a tact. 

Another Indian—more imaginative 

might have altered the message 
slightly to, “White men attacking; 
coming down valley.” No longer is 
this a report on a fact; it has become 
this one Indian's interpretation ot a 
fact. He believes, and reports, that the 
white men are attacking. 

What about the Indians further 
back, when the message _ reaches 
them? What will they do? 
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On receipt of the simple message, The Indian who reported the 
“White men coming down valley,” “white men attacking”—whether he 
there may be some question as to their realized it or not—was not only color 
reaction, depending on their concep ing a fact with his own interpretation, 
tion of the white men’s intention. but at the same time smploring his 
Certainly the Indian who sent the friends to take ippropriate action be 
message gave no hint as to what they cause of that fact. He was making an 
ought to do—nor implied that they ippeal to human nature and hoping 
ought to do anything. for a definite reaction to his message 

But the other message, “White men His message also had that element in 
attacking,” leaves no room for doubt it which—used today—is referred to 
Those receiving the message will pre is “fear” copy. 
pare to fight—or they will retire Wy 


ices éit eetee aaieee ae . have come a long way since 
I i , ee ee those prehistoric tools were first con 
f the message received 
” th age X . — ceived, yet those initial forms—levers, 
So th we see itive me 
o 5 e see how primitive men wheels, ropes (belts, chains, etc.) 
. t > “y j 
first usec -aerg the lever, the whec« bows (springs), arrows (projectiles), 
t to ef movement | | 
: to effect movement of physica pulleys (combining the wheel and the 
objects. 
; - ; rope) are all in important current use 
- : . ‘ 
ren they invented tools the Sa mlineds” Shiite: 
smudge hire, the drums—to transport " 
. And, whether we realize it or not, 
information, facts, to those at a dis : “sale 
; our successful advertising ts just as 
ance. 
definitely grounded on the ancient 
And, finally, we observe that thos« 
practices merely using the more up 
tools first used to transport mere ' 
to date tools which we have conven 
facts were soon employed to carry im : . 
p » P iently at hand to impart facts, opin 
ressions opinions or suhovestions (as ° 
56 : ions and suggestions, to others, with 
well as facts) to those who received the > 
hope that those we try to reach will 
messages. , 
as do what we want them to do. 
This is the fundamental ground . 
| Soe The early imaginative Indian in 


work back of all advertising. 


] 
: "3 d, whe ‘ the 
tising is merely a tool (now, in fact, stantly realized, when he saw th 


c 


quite a large kit of tools) used to white men, that he wanted action, and 


transport information and ideas to instinctively injected his opinion, “at 
prospective buvers. This tool can car tacking, into his smoke message. 

rv not only bare facts, but also your Today's planner of advertising does 
interpretation of those facts in such a not work so instinctively—but he em 
manner as to induce the one who gets ploys the same _ technique. “Warm 
your message to react in a_ certain weather is here’”’—he signals “Get your 


way—the way you want him to react. Palm Beach suit today.” He looks 





ahead for some fact or reason that you 
will admit or believe is true, and then 
he supplies a logical action for you to 
take, 


“This machine will produce ten per 


under the circumstances. 
cent more output,” he tells the manu 


facturer; “send for complete infor 
mation.” 
“These what-you-may-call-ems are 
available in tones and shades to har 
decorative scheme,” 
“see them at 
your dealer's,” is his urge to action. 
is that ad 
Whatever 


its shape or form, however simple or 


monize with any 


is the fact he tells you: 
The first lesson to learn 


vertising is merely a tool 


complicated, whether it is cheap or 
high in cost, it is not justified in itself. 
The measure of its value is purely in 
its fitness to do the job in hand. You 
learn to identify, without 
what that job is. 
the needed 


must ques 
tion, exactly 
Will it 


impart facts or 


Section | 
Direct Advertising . . . 
What Is it? 


From customary usage, Direct Mail 
Advertising is the term applied to 
what should preferable be called Di 
rect \dvertising, since many examples 
of Direct Advertising are not deliv 
ered through the mail 

To get a fair understanding of the 
subject this study includes, let us men 
tion specifically some of the forms Di 
rect Advertising may take. In the nar 
Direct Advertising in 
advertising which is mail 


rov. -r sense, 
cludes any 
ed or 
lected 


I his 


for advertising which is sent (not by 


given personally, to specific se 
individuals or individual firms 
includes also any matter used 


mail) or given to specific persons, 
even if not addressed. 
Usually the term Direct Advertising 
is applied to printed matter whether 
produced by offset, 
lithography, gravure, rotogravue, mul 
tigraph, mimeograph or any other du 
plicating typed 


sales letters would also be included, of 


it is letterpress, 


process. Personally 


course; and also the so-called “circular 


letters ’—an odd term which has been 
applied to identical letters produced in 
quantity, but having the same general 
appearance as individually typed cor 
Matter which is 


by messenger is equally 


respondence sent 


direct, and 
comes under the general term. 
Although this 
cuss the subject further, it is my opin 
ion that even novelties, if given per 


study will not dis 


mental suggestions on which to build 
a reason for the reader, or recipient, 
to take the action, or to experience the 
reaction, you desire? That is the pur 
pose of this tool we call advertising. 

in this volumen we shall 
only phase of advertising 
which can properly be 
advertising 


discuss 
that 
direct 


one 
named 
because it carries its mes 
directly to a_ pre-determined 
group of people—those who, we be 
lieve, should be our most likely pros 
pects. 

Effective results in the use of direct 
advertising depend in 
on your 


sage 


a large degree 
of the people to 
your material 

people who, you know, will be the 
likely what you 
have to sell. It gets its name, Direct, 
from this phase of its distribution— 


selection 


whom you'll send 


most prospects for 


directly to selected groups, and direct 
ly to each person in these groups. 


certain likely 
are definitely Direct Adver 


sonally, or mailed, to 
prospects 
tising. 

booklets, 
sides or the like, which salesmen carry 
with them, and which they leave with 
the prospect 


Certainly folders, broad 


during an interview 
(though the material is not personally 
addressed), are as direct as any matter 
which may have been mailed or other 
wise delivered. 

Envelope enclosures, which normal 
ly go through the mail accompanying 
other matter like letters and bills, to 
either customers or prospects, are sure 
ly Direct Advertising. On the border 
Direct Advertis 
counter folders. 
not reach specific in 
name, they do reach that 


line, but included as 


ing in my mind, are 
While they do 
dividuals by 
specialized group of people who enter 
the particular store, and are thus quali 
fied as “distributed to a definite and 
likely prospects.” For ex 
ample, the counter leaflet about auto 


group of 


mobile tires which you picked up at 
Direct Advertis 
drivers of automobiles 


your gas station, 1s 
ing, since only 
are likely 


pick them up. 


to come to that counter and 


Even 
rectly 


package enclosures can cor 


be considered as Direct Adver 


tising, for though no named individ 


ual is in mind when the enclosure is 
put into the package, there is definite 


knowledge that the piece will reach a 


certain type of the buyer of 


the product. 


person 


Again, I class as Direct Advertising 
those “throw find 
at our doors, if they are intelligently 
distributed to 
which are, geographically, logical pros 
pects. A whom | 
served put out such “under the door” 
cards in a territory within several 
blocks of his yard, and found them re 
sultful. They 
folders mailed to selected people at a 


around” pieces we 


only those districts 


coal dealer once 


were as profitable as 


they cost him 


much less to distribute than the pieces 


distance; since, first, 
he addressed and mailed: and second, 
they required no long haul of the coal 
for delivery because all buyers devel 
oped were within a close range. Even 
with a much percentage of 
orders from each thousand pieces, the 
ultimate profit from the 


around” 


low er 


“throw 
pieces was equal to the profit 
through the 
mail. The crux of this was in the in 


from the material sent 
telligent selection of the areas where 
the “throw 


tributed in 


around” cards were dis 


mass. 


i hat Is It 
The Mail Asso 


ciation has compiled a comprehensive 


Used For? 
Direct Advertising 
listing of “49* ways to use Direct Ad 
held of 
not complete 


vertising.” It covers the uses 
rather throughly, but 
ly. A few specific instances might be 
(1) A. retailer will send Advertis 
ing to a list of his stomers, to in- 


duce them to come into hia 


Direct 


atore he 
cause of some special items he describes 
or illustrates 

Direct Ad 


vertising to his possible buvers 


A manufacturer will send 
to urge 
them to return an enclosed post card 

indicating that (a) they would like 
to have detailed information 
or perhaps, (b) saying that a 
may call 


more 


salesman 


Another manufacturer will send Direct 
ultimate buy 
their local deal- 
ers, to examine the goods in 
Still another manufacturer will 
Direct Advertising t his prospects 


urging book 


Advertising to possible 
ers suggesting they see 
person 


send 


them to aend for a free 
of recipes 

send D 
prospects 
their date 


ompany will 
rect Advertising to likely 
them to send ir 


An insurance 


requesting 
of birth 
A corporation may send t its stock 
with description of 
them 


holders a reminder 
the products it makes 


to recommend them to their 


urging 
friends 

send Di 
suggeat- 


An automobile company will 
Advertising to prospect 


ing they make comparisons with com- 
peting 


A manufacturer will 


makes of cars. 
Direct Ad 


describing 


send 
vertising to possible buyers 
the extreme care used in the manu- 
facture of the goods which the com 
pany makes to nduce recipienta to 
purchase thia company's 
worth 


joods with 
confidence of full 


* Don’t take the “49” too seriously; there 
are new uses always cropping up As I write 
this, a listed in the 19"" lies 
before me. It is a post from the pub 
already sub- 


purpose not 
ecard 
lisher of a magazine to which |! 
admonishing me to be sure to read 
the issue which | 
Since my sub- 
coming up 
rearouse my in- 


scribe, 


some particular item in 


received several days arco 
scription 


its purpose is obviously to 


renewal will soon be 


terest in the magazine 
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Note that the action which is 


sought, in each instance, is but one 
step in the whole process of making 
the sale. 

The tool of Direct 


here used to get an 


Advertising is 
action, as its 


results, which will start the prospect 


into the course which, logically, should 


ultimately lead to his making a pur 


chase. 


The Logical Train of Event in 
the Instances Cited Above 


(1) Sales people ' the 
the sale 
The further informati 
sent will be planned t« 


next step toward 


making 
The salesman wh alls 
leavor te lose the sale 
local lealer “ 
sale 
The book of 
manufacturer's 
ngredients and 
fron ts use y 
An insurance agen 
ver 

will call on 
nite plan 

ring to 

kholders 
possible nt 
mouth” advertisers 
step in sales among 
Those who will compare 
ace ir wc dealers, who 
selling process 
mind will be m 
further suggestions 
convinced that the 


s especially well made 


Direct 
Job—to 


{dvertising in a Specialized 
Make the Sale 


Direct Advertising is usually em 


ployed as a tool to advance one step 


toward making a sale. But it can be 
used—in fact, is widely used—both 
to start action toward and also to com 
plete the sale. 
The conditions which _ the 


made by use of 


under 
sale can actually be 
Direct 
in many other books, and will be dealt 
with here only briefly. Enough must 
be said, however, to make clear the 


Advertising are well covered 
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Harrie A. Bell . . 


Harrie A 


service for 


Bell is in charge of advertising 
customers with Allen, Lane & 
Scott Philadelphia printers His work ir 
cludes not only planning of direct advertising 
creation of sales ideas and copywriting, but 
ty pography Mr Bell has 


spent his whole life in the advertising and 


also design and 


printing business, starting out with the Wil- 


mington Delaware Sunday Star immedi 
ately after his graduation from the Uni 
versity of Virginia. Later he was made man 
Printing Division of 


Philadelphia. Be 


ager of the Publicity 
The Curtis Publishing Co 
fore joining Allen, Lane & Scott he was for 
en years of The Holmes Pres 
Philadelphia. Mr. Bell has for many year 
taught the Advertising” 
the Price School of the Poor Richard Club. 


Philadelphia advertising club 


president 


Direct classes at 


well knowr 


relationship of “selling by mail” 
(known as Mail Order) with 


by use of 


advanc 
ing one step in the sale 
Direct 

To begin with, you must under 
stand that Mail Order Selling derives 


from 


Advertising. 


its accepted name, presumably, 
the fact that the orders come in to 
the seller exclusively through the mail; 
it does not derive its name “mail or 
der” from the manner in which buy 
ers are approached. 

For example, an advertisement in 
a newspaper or in a magazine may be 
induces a_ buyer 


the impulse which 


to order a product through the mail. 
Such a mail order business may be 
built up entirely through the use of 
space advertising, with orders coming 
in through the mails. No use of Di 
rect Advertising to make the sale has 
been necessary, in cases like this. 
But there are at least three ways in 
which Direct Advertising can be used 
effectively in mail order selling 
1. Sometimes the original advertise 
periodical or 


ment in a newspaper 


Section Il 


The Basic Idea 


You will frequently hear criticism 
of the 


yf printed 


tremendous waste in the use 
advertising—because tons 
of such material received in the busi 
ness ofices and homes of the nation 


go, without result, into the waste 


basket. 
Much of this 


criticism is entirely 


just, as anyone who is observant will 


agree. From my own experience, in 
my home and in my office, I can tes 
tify that well over half of the ad 
vertising material sent to me directly 


seeks only an inquiry. In such cases, 
printed folders, processed letters, cata 
logs, return envelopes and order 
blanks will be sent direct to those who 
which is, of 


inquire—the purpose of 


course, to complete the selling job. 
2. Again, the mail 
which makes a sale to a buyer from 
the space advertising only, will later 
letters, fold 
to those who previous 


order house 


send new proposals—by 
ers or the like 
ly have bought,—and thus uses Direct 
\dvertising as its method for getting 
neu orders 

3. Some mail order sellers depend 
Advertising 


original orders 


entirely on use of Direct 
in their pursuit of 
For this they use lists of people who, 
good reason or another, would 


likely buyers. 


for one 
appear to be 

It is well to understand most clear 
start, that the use 
\dvertising to introduce a 


ly, right from the 
of Direct 
product and complete the process of 
getting the order, all in one mailing, 
1s only one of many different uses for 
Direct 

It is well to understand also that 
Direct Adver 


in equally specialized 


\dvertising. 


this specialized use of 
tising calls for 
knowledge of this particular kind of 
salesmanship in print; and to be pre 
pared to study all of the phases of 
involved, in addition 


Advertising and 


merchandising 
to the study of Direct 
its other uses. 

And it is important not to confuse 
Mail Order advertising with Direct 
Advertising. A 


sion of mail order 


more detailed discus 
idvertising will be 
found in a later chapter. 

The second lesson to learn is that, 
when you employ the tool of Direct 
(Advertising, you have clearly in mind 
exactly what amount of leverage you 
are going to exert and in exactly what 


direction. 


through the 


or another, almost hopelessly ineffec 


mail, is, for one reason 


tual. The explanation, it seems to me 
is that too many people—before the 


prepare and produce their advertis 
ing—fail to check up on the essentials 
which make for success. 

The most important essential is to 
what you want each 


and to exert every effort 


know positively 


piece to do 


toward doing that one thing, and 


nothing else. 


Take the case of a retailer who 
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He Read A Sales Letter 
written by Shurtleff 
Write f nformation about a 


0°) wuaranteed todo the job. 
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DESIGNED hy topfight artists to 
save you time and money. One 
shop—layouts thru mechanicals 
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wants his customers to come into his 
store to see and, he hopes, to buy a 
special lot of fur coats. The trick is 
to describe the goods so alluringly 
that a woman will want to own such 
a garment, but yet leave enough un 
said that she will have to come into 
the store to be sure 
a description or too concrete an il 


Too complete 


lustration will permit many recipients 
to decide “no” without bothering to 
visit the store. Since the purpose of 
this particular effort is to get custom 
ers to come into the store, it should 
not aim completely to presell the gar 
ments as one would do if he expec ted 
to garner orders by mail. The job 

this piece is to “sell” a definite 
interest in seeing the garment. The 
Basic Idea for this piece is, therefore, 
to get people to come into the store. 

The manufacturer who never did 

ind never expects to—sell his pro 
duct until a personal salesman has sat 
down with the buyer, will often over 
step the purpose of his mailing fold 
er. Starting out with the hope of 
getting prospects to return a card 
saying a salesman may call with fur- 
ther details, he often describes every 

‘turther detail” so elaborately in his 
folder that many recipients can de 
cide “no” without seeing the salesman. 

If he had limited his appeal careful 
ly to the advantages the buyer would 
secure—but purposely omitted to list 
some of the things the prospect may 
want to find out—he would have 
left the way open tor the prospect 
to say “I'd like to know more. Come 
in to see me . 

The Basic Idea with which he 
started was to secure “leads” for his 
salesmen—that the salesmen, by per 
sonal contact, might complete sale 

This is logical procedure since per 
sonal salesmanship has proved to be 
the only way to close a sale of his 
product But enthusiasm often leads 
such an advertiser to forget his Basi 
Idea, and to thus oversell his pro 
duct in his printed message. The re 
sult is that it is burdened with a 
sales job it has never been known 
to do in that business, and is not 
expected to do. Such an advertiser 
has forgotten his Basic Idea on which 
the piece was originally conceived. 

I once received in the mail another 
Direct 
onstrating the kind of loose think 
ing and utter carelessness which mars 
many an effort to use Direct Adver 


‘dud” of Advertising—dem 


tising to advantage. 

This mailing urged our firm mem 
bers to use a certain restaurant at 
the World’s Fair in New York. It was 


a carefully filled-in facsimile letter, 


with filled-in return card, asking for 
names of our executives present at 
our exhibit at the Fair. 

But—we had no exhibit at the Fair 
This could (and positively) should 
have been ascertained by a check up 
of the list of Fair exhibitors. Such 
a mailing sent to exhibitors at the 
Fair could no doubt have been an 
excellent sales stimulus. But sent to 


lud” 


non-exhibitors it was not only a “« 
as to results, but a_ self-administered 
“black eve” for the advertiser. 

If the Basic Idea was to get ex 
hibiting firms to send in names of 
certain executives (and that seems 
clear from the material used) some 
one failed to keep the Basic Idea in 
mind when the mailing list was pre 
pared and so the mailing was sent 
to people not even eligible to respond 

There was the case some years ago 
when a certain manufacturer of pa 
per towels and absorbent tissues was 
printing his consumer folders on a 
hard, glossy, non-absorbent printing 
paper. The whole job was excellent 
except that as the reader was perus 
ing the sales story about soft, ab 
sorbent tissues, his sense of touch 
was telegraphing the feel of a paper 
exactly the reverse hard and non 
absorbent. It was an easy matter to 
change to a soft, antique surfaced 
paper more compatible with the Ba 
sic Idea of the folders—to “sell” read 
ers on the soft, absorbent quality of 
the tissues. 

An advertiser must stick to his Ba 
sic Idea—and not drift in some othet 
direction. Drifting away from the Ba 
sic Idea may occur at almost any 
point along the whole process of 
preparation. In the examples cited 
the drift occurred in, | and 2, copy 
and illustration; 3, mailing list; 4, 
selection of paper stock 

Fternal vigilance is required, even 
by old practitioners, “to keep on the 
main track.” Naturally beginners will 
also have to be constantly alert that 
they do not depart from the original 
goal they set for their advertising. 

The third lesson to learn is, having 
decided on the leverage vou intend 
to exert—to a certain degree and in 
a certain direction—that you stick 
to that effort alone, and do not exert 
any leverage in diverse directions 

Recapitulating on the three 

has heen pointed 

rtising is merely 

something done 
That, in using this tool 
clearly in mind what 
sre going to ap 
amount and in 

3. That in applying this 

to it that y 


n directions toward, ar 


must see 


to, your Basic Idea 


(To be continued) 
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How an Idea Can Snowball 


Into Success 


Luke Kaiser has been mentioned a 
number of times in The Reporter. He 
is the fellow down in Houston, Texas 
(620 Texas Avenue) 
the oversized burlesqued Texas moncy 

. using it as a gag to promote his 
own printing and letter service busi- 
ness. 

At the Washington direct mail con 
ventions, we obtained from Luke more 
of the details behind our previous 
casual mentions. Makes 
history of what ingenuity or originality 


who developed 


a good case 


can accomplish 

So from here on . . . we'll give 
you some of the things Luke put in 
writing about his modest campaign. 
May give a few of you some ideas. 


The campaign consisted of three 
mailings, using letters as a basis. 
The purpose of the campaign was 
to promote our business in general 
and introduce a new by-product 
Big Souvenir Money from Texas. 


THE FIRST PIECE A 


graphed greeting letter on holiday sta 


multi 


tionery to 500 customers designed as 
a subtle introduction to our innovation, 
that it was 


proved so phenomenal 


about 2% 


months before we could 
catch up with the demand and pro 
duce the second piece. 

We had been working on the idea 
of Big Money for some time and felt 
that it would click with enthusiastic 
Texans, but had no idea that we would 
be literally 


after our letter, accompanied by two 


stampeded. The morning 


oversized bills was mailed, our phones 
began ringing and people began com 
ing to our plant for “more money” and 
wanted to buy the bills. Within a 
week the “currency” spread like wild 
fire over the nation and for about two 
months there was not a day passed 
that we did not get at 


telegram or long distance phone call 


least one 


trom tar-away points wanting to ex 
change U. S. Currency for the new 
Giant Texas Bucks. This in addition 
to numerous orders and inquiries in 
every mail. 


RESULTS (Ist 8 months °52). Actual 
Sales Texas Bucks Products, approxi 
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mately $40,426.00. Orders still coming 
in every mail. 

Sales of our general production (in 
addition to above) are $38,912.00 (or 
42%) over last 
same 8 months period, largely attribut 
able to the enormous 
favorable reaction and good will of 
our new “money.” We operate entirely 


years volume for 


amount of 


without outside salesmen. 

Acres of free newspaper publicity 
often with pictures of our product on 
the front page and frequent mention 
by columnists and editorial writers. 

Pictures in the following magazines 
(that we know of); Life Magazine, 
Saturday Evening Post, Advertising 
Age, Southwestern Advertising and 
Marketing, Preview and Dallas Maga 
zines. 

Used frequently over national and 
local Radio, TV and Stage Shows, 
with more than a casual comment by 
such men as Arthur Godfrey, Andre 
Baruche, Don McNeil, Tommie Bart 
lett, Danny Thomas and others. 

Hundreds of visitors came to our 
plant to buy copies in quantities from 
5 to one and a quarter million, which 
amount was purchased by a mid-wes 
tern owner of a chain of lumber yards. 

\ feature magazine writer has writ 
ten the story of Texas Bucks for a 
national magazine to be published soon 
with pictures of the writer, the artist 
and our plant. 

Another writer of 
a chapter on the subject in 
his forthcoming book. His last effort 


Texas Lore is 


writing 


was a Texas Best Seller. 

FURTHER RESULTS: Due to fre 
quent mail demands for other Texan 
tic ideas, we have designed more pro 
ducts in this category (most of which 
we can produce in our plant) for sale 
by mail and in souvenir, gift and de 
partment stores. Among “he new ideas 
now on the market and in process of 
manufacture are Giant Texas GREET- 
INGS with 100 Buck Bill; Texas Buck 
GIFT WRAPPING Paper; Colossal 
1000 Texas Bucks; Texas Buck SILK 
SCARFS; Texas 20 Buck SOUVE- 
NIR COIN and KEY TAGS and oth- 
as AMBASSADOR CARDS and oth- 





Base YOUR spring 
mailing optimism 
on better pulling 
mailing lists... 


and our 
hard-to-find lists 
have set a precedent for conscien- 


Our integrity resourceful- 


ness in locating 
tious service in the direct mail field. 
it makes no difference whether you 
neeed five thousand or five million 
names we can get them for 
you, and you can bet they'll be 


responsive 

Charter Member National 
y Council Mailing List Brokers 4 
Pr ee nS ee ee ee 
willa M ADDERN, ine. 


215 Fourth Ave., New York 3, N. Y. 
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production 
brings 
better results 


There's a best way to produce 
direct mail. . . . 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 

To check the effectiveness of 
your production source . . . 
Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative direct 
ma'l campaigns, multigraphing, mimeo- 
graphing, offset and letterpress printing, 
bindery, mailing service, meiling lists, 
etc. Information about postal reguletions 
and better direct mail results. 


For names of MASA 
members nearest you, write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 














CONSUMER LISTS FOR BEST RESULTS - P()N T QN - “The House of Direct Mail” 


1,725,000 
PROFESSIONAL peoPpLe 
W. S. PONTON, INC 


ers which we are not quite ready to an 
nounce 

Of course there always has been a 
» things 


t 
Just 


million 


tiy in the omtment to Kee 
too smoothly 


hit the 


from going 


the 


along 


bout time we three 


mark, the Treasury Department called 


us in and said that we were operating 


they 


} 
obli 


too big a scale with an idea 


to 


alleged was in similitude an 


50 East 42nd St., New York 17, N.Y 


15,000,000 
HOME OWNERS 


gation ol the  & 


had 


begun to like the idea of “making big 


Since we 


money” we were not disposed to chal 


lenge them to battle for a principle 
easily change the de 
back into production 
was at fever pitch. By 
making 
a few other minor changes, our design 


ALL TEXAS and free from 


could 
and get 
the idea 
Washington 


Mw he nh we 
sign 

while 
removing and 


was then 


I almost wish we had not been sent one contribution 


that came in lest week's mail 
It gives my mind and soul no peace. 


The mails were heavy that day 
hundreds of letters .. donations 
help. And in that great mass of mai 


place stamped envelope. The address 


in the envelope wes 4 plain piece 
paper we found @ dollar bill 
There was no name 


worn items 
No message’ 
an 


Yes, there was 4 message 


‘The campaign was under way. 
. questions 
there was one envelope 


of soiled paper. 
an engegement ring, 4 wedding ring. 


No return address 


It lives with me. 


There were 
appeals for 
. & common- 


offers to help .. 
was typed 


Carefully wrapped in the 


No message. Just those three well- 


»ver-whelming, heart-breaking message. 


And if the anonymous sender had found it in his heert to put his feelings in 


words, | can see that message too 


“This is all that's left 
she knew 


Are you fighting Cancer” 


We are reproducing here (from 8', 
follow-up to previous unanswered appeals for 
of a job.” tt should. A dramatic, heart-twisting 
copy and layout were from the fertile brain 


Bidg., Washington 5, D.C. It's good to see so 


lending their talents to help legitimate charity causes 


Ged spare others from the agony 


the anguish | know,” 


Have you given? 


"11" original) a message mailed in Washington as a 


funds to fight cancer. It has done a “whale 
story which happens to be true. The idea, 
of our friend Ferd Nauheim, 219 Woodward 
many direct mail fellows from coast to coast 
It’s too bad that a few direct mail 


people have prostituted both direct mail and their talents by getting involved in disreputable 
and unworthy promotions (see December Reporter, page 35). 


4,000,000 


BUSINESS EXECUTIVES 


t 


Phone MUrray Hill 7-5311 


1S. Pomton § 


(Fats 


R’’ for FREE Catalog, , 





“turrin” influence and roll 
ing the 
Despite national publicity 
the 


plant nor 


any were 


within a week 


to the 


out dough 
con 
trary, never visited 


age nts our 


have we surrendered our 


plates or stock of the original design 
many of which are still on sale at news 
and souvenir stores. So, they couldn’t 
too disturbed about Texas 


have been 


having its own currency. 


THE SECOND PIECE 
riedly gotten together multilithed mail 
the This 
was issued as second mailing in place 
of the imprint letter that was originally 
piece. It 
the 


was hard to tell 


was a hur 


ing announcing new issue. 


second 
But 
in it 


scheduled as too was 


very cltective. from way or 
ders came 
what 
liked to write chatty complimentary 


letters with their orders. Our stack of 


just 


to attribute them to as people 


letters from people in every walk of life 
from bank presidents and clergy to 
school children make a most interest 


ing evening's reading. 


THE THIRD PIECE a multi 
graphed unfilled in two color letter was 
designed to sell imprint orders (origi 
nally scheduled as the second piece) to 
our customers and some selected pros 


The 


out in August and already have given 


pects. first 600 of these went 


an excellent account 


stall 


of themselves 


with orders coming in 


Some of ord 


State 


our imprint ers out o 


ot 


the Texas, indication 


giving 


of the national appeal of this idea. 


are as follows 


Indiana trade magazine 
California trucking company 
Des Moines newspaper 
Brooklyn pillow mfr 
N. Y. State Bidg. & Loan Co. 
Ohio concession company 

(to sell at sporting events) 
Chicago TV producer 
N. Y. real estate dealer 
Winois mrfs. agent 
National hosiery mfg. 
N. Y. State glove mfr. 
Ohio advertising agency 
Ohio necktie mfr 
California real estate 
Restaurant in Lovisiana 


2,000 
3,000 
2,000 
50,000 
6,000 
1,000 
5,000 
2,000 
6,000 


Bucks 


world-over 


have been 


The 


demand 


Texas 
the 
by “Displaced Texans” and have been 


in 
particularly 


used in countless sales and promotion 
kinds t 


schemes of a in very state 
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the Union. In most every hamlet in 


the country you will find a Texas 


Buck posted in some store as well 
as many points throughout the world 
since they have been shipped to every 


continent. People are coming to us 
now tor all things “Texantic 


That's the end of Luke's notes on 


his Texas Buck promotion. We think 
ws an interesting § case history for 
. Showing how a simple 


“screwy idea, properly 


the records 
and perhaps 
promoted can take a printer or letter 
shop out of the competitive cl 


tically overnight 


THE VOICE 
OF EXPERIENCE 
1 Book Review by H.H 


, 


Although he died on April 7, 1952 
G. Lynn Sumner has spent sev 
eral pleasant evenings talking to this 
reporter. | could see and hear him as 
| read his book just published by 
Prentice-Hall, Inc., 70 Fifth Ave., New 
York Il, N.Y. A long ttle, but it 
tells the story: “How I Learned the 
Secrts of Success in Advertising.” 

Lynn was always a story teller... 
on the platform, in his letter; or ad 
vertisements. His book is exactly the 
same. It may turn out to be the 
best book about advertising ever writ 
ten. It certainly entitles G. Lynn Sum 
ner to an everlasting place in Adver 
tising’s Hall of Fame. 

It is entirely different from the 
theoretical textbooks of protessors 
or publicity seekers who gather to 
yether the ideas and fancies of others. 
This is the hardboiled but kindly 
oie Of experience. 

Lynn completed the manuscript just 
before he passed away. In it he word 
paints each step in his progress from 


his job on a country 


weekly, where 
he got printers ink in his blood for 
He tells of the jobs with 


Magazine The 


a litetume 
Shaw on 
lessons he learned from all his bosses. 


Systems 


He recounts the fabulous growth of 
International Correspondence School 
while he was advertising manager. He 
mixes in failures with success. The 
case histories of his 
Agency head should go 


projects as an 
\dvertising 
down in history as guide posts for 
newcomers in the advertising field. 
Many of the stories in the book I've 
heard before ... but they are now 
even more interesting. One ol the 
best is Lynn’s description of his early 
| advertising... 
1920's, the 


efforts to improve al 


when he became, in the 
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president of the Association of Na 


tional Advertisers. 


Listen 


“I learned a lot about talking to 
groups of business people at luncheon 
learned that 50 people 
packed into a small room are a better 


meetings. | 


audience than 200 at widely spaced 
tables in a hotel dining room. I learn 
ed that a little self-deflation at the 
beginning of a talk is very important 
to get the audience with you. I learn 
ed that it is best to stop talking a 
little sooner than your audience ex 
pects you to; to exceed your time is 


unforgivable. I learned that all peo 
especially 
interested 


ple, and advertising peo 
ple, are 


ples, not in generalities. And I learn 


in specific exam 


ed that it is vitally important to give 


specific, 
remem 


your audience some one 
worth-while point they can 
ber, take away with them, and pass 
on to others. For this purpose I pre 
pared what I called the “Ten Com 
Writing” and 
made, so 


mandments of 

had multigraphed 

that anyone who asked for it could 

have a copy. Here they are 

1. Learn all about your proposition 
before you write anything about it. 


Copy 


copies 


Vere 


Ce 
errr 


Whatever you choose you'll find it in 


COLUMBIAN CLASP ENVELOPES 


You'll get the same quick easy loading, the 


maximum of protection, the fast smooth print- 


ing surface and sturdy construction for which 


Columbian Clasp Envelopes have been nation- 


ally recognized for over 50 years 


plus a new 


colorful covered box with a label you can 


“spot a mile.” 


Users Everywhere can get quick serv- 


ice from their envelope suppliers 


UNITED STATES ENVELOPE COMPANY 
14 Divisions from Coast to Coast ortractive 


new 


dres’ 


in theif 


SPRINGFIELD 2, MASSACHUSETTS 





Cet it 
view point 


yanize your material 
n in order, from the 
the buyer's 


interest not yours 


to whom you are writing. 
vember, it is a person, not a 
circulation or a list. You are writ 
ing a letter, not 
When you are keep 


That does not mean writ 


Avoid high 


a speech. 
ready to write, 
it simple 


1 lown to anybody 


flown phr ises 


Use meaningful words and phrases 


vords that stir the emotions, 


sake the mouth water, make the 


heart beat taster 


Don't try to be funny. To try and 


fail 1s ric. Few people can writ 


] 
humorous copy, Tew products ienad 


themselves to it. Remember, the 
' | ll 


ost serious of il operations 1s 


separating a man trom his money 


Make vour copy specify names, 
laces, what happens to whom 


Write to 


your 


» ~ 
inspire conhdence. Prove 
pomnts 
enough to 


No < Opy 
it holds the reader's 


long 


tell your story and quit 


Make your copy 


is too long if 


interest. One sentence can be too 


long if it doesn't 


Give your reader something to do 


ind make it easy tor him to do it 


Tell him where to get what you 


have to sell, how much it costs 


ind why he should do it now 


You ve 


in on it 


written cash 


your copy 


Many 


ire. =worth 


book 


in gold to 


other sections of the 


their weight 
“Dogs That Climb Tress.” The princi 


ples for running a small advertising 


how fashions in 


and go; how to use (or develop) 


do the old 


agency; advertising 
corn 
your imagination . .. or 
tormulas still work. 

really ex 


Lynn's last paragraph 


plains the mission or the reason for 
this book 

Why 
Why not 


the times > 


bother with old formulas? 


create timed to 


New 
day, and the importance 
fresh, 
strongly 
that 


successful advertising and selling are 


new ones, 


formulas are being 


reated every 


of continuously seeking for 


new formulas cannot be too 


emphasized. But it is also true 


the sum total of experience in all ad 


ertising and selling, and he who 


ils to study the successful methods 


ot the past is risking all on hazardous 
Styles 


change, 


chance Remember change, 


times change, customs and 


tastes change —but human nature, 


never 
Thats it: “He 


the successful methods of the 


W 
risking all on 


who fails to study 
past is 
hazardous chance.” 

this 


I yon 


For that reason, 
that 


le made required 


reporter rec 
box »k 


reading in all 


Sumner s 


ommends 


marketing and advertising courses. 


The men and women of tomorrow's 


dvertising can from listening 


V once 


profit 


to the of Experience 


A Project on Letterheads 


By Mary Louise Lynott 





Reporter's Note: We were interested in this 
report which appeared in « recent Bulletin 

The American Business Writing Association 
The project described wes conducted by Miss 
Lynott for her class at Long Beach City College 
if the young people studying letter writing can 
be induced to get interested in analyzing let- 
terheads maybe in thirty or forty years 
from now the “75° poor” rating can be re- 
duced. In spite of all the crusading The 
Reporter and elsewhere most business letter 
heads leave much to be desired. They are not 

clearly 





There are many teaching aids t 
Business 


talk 


student 


make college course in 


Letters interesting. I'm going to 


ibout only one teaching aid 
proyects 

this year concerned 
The 


172 firms in the 
Australia, En 


Our project 


ompany letterheads Jusiness 
Letters class wrote to 


United 


gland, and 


Canada, 


asking 


States, 
Cuba 


two copies of the firm’s let 


the firm used a printed head 
two 


d_ for 


the second page, when 


letters were written, an 
1 
samples 


Who designed the 
4. When it 


letterhead. 


was last re vised 


The firms we wrote were extremely 
and expressed in their let 
interest in our project. The 
National Bank of New York 
in Camp Sea Food Company, Inc., 
ind The Quaker Oats Company, to 


name but a few, 


cooperative 
ters great 
( hase 


sent beautiful dis 
packs; 


sheets 


letterheads 
sheets 
for two-page letters); and envelopes. 
Metropolitan Life 
inv and Union Carbide and Carbon 


plays of carbon 


halt sheets, ull second 


Insurance Com 


that they 


distinct letterheads 


each told us 


over 200 


( orporation 
print 
Ten per cent of the letterheads had 
been designed 
The 

is an 


had 


9 


40, 50 or 60 years ago 
Chocolate Corporation 
One 


with the 


Hershey 


example. man said he 


been company tor over 
years, and no one actually design 


Many 


they 


of the people 


had been 


ed the ke tterhead 


who wrote us said 


trying for years to get the company 
and 
they hoped to do something about it 

The 
letterhead of 
America 
letterhead of the 
of New 


by Moses 


to revise their letterheads, now 


aluminum-embossed 


beautiful 
Aluminum Company of 
The 
Bank 
1812 


was the most original 
National City 
York was designed in 
Taylor and has 
changed except to add 1 


ber and a cable 


never been 
zone 


The 


antique, but the 


num 
style 


let 


iddress. 
of printing ts 
terhead possesses charm and simplici 
tv. And | 


One 


would never change 


hundred forty years o 
banking history speaks for itse! 
According to the standards 


the class, seventy-five per cent of the 
letterheads were poorly designed, either 
standpoint, or from 
letterhead \ 


too much in 


from an artistic 
the contents of the 
was that 
included, 
1 cluttered letterhead. 
The letterhead is the label 
should 


common fault 


formation was resulting in 


company and include at 


four things 


The company name. 


?. Street address, number 


and state 


Telephone I 
elepnone number 


4. The should tell at a 
lance what the business is about. This 


mav include a line about the 


letterhead 
nature 

, 
of the business. 


, 
In addition, a cable address and a 
distinctive monogram may be added 
to th letterhead. 


Our in letterheads pointed 
letterhead 


than twe 


project 
to these characteristics: the 
should not 


1m hes at the 


consume more 


top of the page, leaving 


yJlenty of room for the letter; it should 


1 


' 
| 
be dignified and pleasing in design 


if color is used, it should be artistic; 


paper stock should be of good quality 


bond: printing should be sharp, clean 
, ' ; 
artistic, and large enough to be easily 


read: the style of the printing should 


be modern and in keeping with the 


nature of the business. 
In tabulating results of the survey, 


we found: 
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established 


SAMPLE 


OFFER: For 


My 


tke then ke so m 


Letters have been use 


ysts) 


JAMES H 


Y-O-U NEED 


YOUR 


any 


Y ou il 


ENDERSON e 


established 


LETTERS! 


Master 


BETTER SALES 


own firm I'll custom-write one of my Model 


(No doubt 


d by 


you ve heard of them before.) 


sizes! 
Send 
letter 


firms of all 
i 


others do! 


Composed of a phraseology that's 


FULI 


week 


11626 WOODWARD, DETROIT 2, MICHIGAN 


your data now (with twent 


get your within a 








1. Seventy-two per cent of the firms 


] 


we wrote sent letterheads. 


). Fifteen firms sent samples of a 


printed second-page heading, different 
page letterhead. All 
did not answer this question. 


irom frst firms 


3. Who designed the letterheads? 


Twenty-nine firms said the adver 


tising department or advertising firms 


designed the letterhead. 


Twenty-four firms said it was a 


combined eftort of printer, and com 


pany official. 
the art 


letterhead. 


artist 


the 


Nineteen said an or 


department designed 
Not a single letter writer or a single 


had 


designing 


correspondence any 


do 


supervisor 


thing to with letter 


he ids. 


4. Forty-two firms said their let 


terheads had been revised during the 


last 


five years. 


Backed by 7 Years of SERVICE 


Out-of-town inquiries answered immedictely 


— 


r = 
pee es 
> aa “ 


special order torm which we use 
in this we 
conditions the fol 


the 
to the 


have as one of our 


Here is a letter received (coin : 
cidentally) a 
reading and preparing for the 
promote) the Lewis Kleid inter 
with Dave Maraulies. 
14) 


A LEGITIMATE KICK 


manufacturer case, 


just as we were 


“It is expressly agreed that a firm 
this is that you 
and/or use the names 
purpose 


ot order 


condition 


will not retain 
ot 


other than required for your shipping 


rien our customers for any 


(See Page om 
; records. 

It 
that these so-called 
manufacturers has taken 
ers names for their own, in that 


“Dear Mr. Hoke 


As you know, 
»”y mail, both through space 


to attention 
trusted 
custom 
they 


soliciting these customers 


has just come our 


we sell a multitude one of 


items | our 


ot 
advertising and direct mail. 

We've had a recent development on 
like much to 


comments. 


are actively 
with their own mail order direct mail 


What 


in 


which I would every 


receive your pieces action would you rec 


cy this case? 


the approximately 1,000 items ommend 
that we sell, ten of them are supplied 
to our customers on a drop shipment 
That 
to the 
the item and he in turn ships it di 


the As a 


Sincerely, 
DAMAR DISTRIBUTORS, INC. 


an individual (Signed) D. W. Margulies 


basis is, we send 


order manutacturer covering 


Reporter's Answer: You can go to 


rect to customer. part of court but it would probably be a 


Check Our New Realistic Rates... 


3-line TYPEWRITER ADDRESSING . Now only $6.50/M 
4 lines only $1 additional per M 
Expert HAND ADDRESSING . Now enly $7.50/M 
GUMMED LABEL Addressing for low-cost follow-up mailings. 
} Only $2.25/M quadruplicate 
“) Only $2.50/M triplicate 
LABEL PASTING on Envelopes, Self-Mailers, 
Broadsides up to6x9 . Only $1 -50/M 


Other Mailing Operations (Folding, Inserting, etc.) 
Only 50¢/M motions 


We supply labels . 


These are our COMPLETE charges! There are NO 
hidden extras! We offer a complete, money-saving 
service on all your mailing requirements, but you 
are never obliged to give us any specified number 
of operations to enjoy these amazingly low prices. 

An experienced corps of 200 enables us to han- 
die jobs of ANY SIZE— and to meet your deadlines 
with reliable, speedy service. Take a tip from the 
many profit-wise users of direct mail who have 
slashed their costs with DE GROODT! Save this ad 
for future use ...or, better still, phone or write 
TODAY! 


De Grood 


and associates, inc. 





17 E. 48th St., New York 10, N. Y. — PL 5-1127 


Plant: 87-29 78th St., Woodhaven, L. |. — Mi 2-4900 











ONE MAN SURVEY 
OF READING HABITS 


During our search for statistics to be included in the September 


issue report on readership, we received quite a batch ot supplementary 


vaterial not exactly suitable tor the feature story, but too good to dis 


regard 
Dick vdall, Gilt Service Dept. of The Crosse & Blackwell Co., 
Balttmore 24, Md. liked our idea of a survey of readership, so he im 


mediately proceeded to interview twelve officials in his own organiza 
tor We will print his report exactly as submitted. 
Pay particular ittention to the second column This seems to con 


rm findings of William Farley ot Esso Standard Oil Co. (September 


j that wives represent a tremendous obstacle when 

you send business mail to a man’s home address 
Incidentally, did any of you see the syndicated cartoon which 
recently ran in many newspapers, titled “How to Torture Your Wife”? 
In the balloons, the wife asks \ny interesting mail this morning, 
Liomer The husband replies Not very. Some ads, a tew invitations 


tk lances at various country clubs, a note trom playhouse saying they 


were reserving seats tor the opening ol that big revue if I wanted 


em \ letter trom Jim asking us to have dinner with him at some 


wank night club. The others were just personal letters from women. 


\ dreary lot of mail, take it by and large 


PRESIDENT t v é 
he t t 5 ites Wife saves only what she 


s hows hir 
thinks he might be interested 
eves he " 
n and he looks 

sal things . 


E-PRESIDENT 
lesk He woe thr } y, doesn’t oper sav nly club bills 
items for him 


items 


es passing 





nts. Wants to leave 
PRODUCTION — About 1 t offi Feels home 
s continuously for new idea ie sailed 
RCHASING DEPARTMENT —- Assist 
th mail and rt f lifferent buyer 


head Purchasir Agent only 


EFFICIENCY EXPERT 


uste basket. Reads a 


SALES MANAGER 
Dest roy half New 


" " 


TREASURER 


ast ey 


TREASURER 
f tor r 


MANAGER 
1nM 5 


SING MANAGER tant sort i tt glances if time 


h 
ne 


ves me all but Dept 
i Dress shop mail 
m stuff, tree sales 
" I'v not farming 
therwise look it over as 
ce. Find myself buy 


ccasionally 








costly affair and you might run the risk 
of getting an unfriendly judge and/or 
jury (as in the Miles Kimball suit 
against a rental list stealer). Your manu 
facturer is simply unethical. He is 
stealing your property (your custom 
ers). Your best bet is to give your 
evidence to other mail order sellers 
and warn them of the fraud. Then 
find another honest source of supply. 
We are printing your letter so that 
others can get in touch with you. 
The list brokers have found this 
technique to be the best way of stop 
ping unethical practices among those 
who rent lists. If evidence of stealing 
or copying is discovered (by dummy 
names) all brokers and users are noti 
fied. The culprit is cut off from fur 
ther list usage. In two cases... dur 
ing past few years, the culprits were 
put out of business by the revelation. 
In today’s efficient coding set-up, any 
one who thinks he can get away with 
list stealing is a nitwit and doesn’t 


deserve to be in business. 


TRANSMITTAL 
LETTERS 


At a recent meeting of the New 
York Pharmaceutical Advertising Club, 
this reporter talked about letters. Prior 
to the meeting, we had a chance to 
inspect many of the current mail 
ings of pharmaceutical manufacturers 

. assisted by a few friendly mail 
saving doctors and dentists. An ob 
servation: seems to us too many com 
panies are spending big money on 
elaborate printed pieces and are then 
sending them out cold without the 
time-tested addition of transmittal let 
ters. Doctors have told us they pay 
more attention to printed pieces which 
are accompanied by friendly explana 
tory letters. 

One fellow in the pharmaceutical 
held doesn’t make the mistake of 
forgetting letters. We've mentioned 
him before but will do so again. 

Douglas B. Mahoney is advertis 
ing manager of Frank W. Horner, 
Ltd., 5485 Ferrier St., Montreal, Que., 
Canada. Recently he prepared a se 
ries of colorful folders promoting 
Maltlevol, a formula for improving 
appetites. The folders themselves 
were clever. Good artwork, jingles, 
specifications, etc., mixed appropriate 
ly. But when each folder was mail 
ed... a short letter was attached, 
signed by Company president. 

We'll reprint copy of the four short 
letters. You won't understand them 
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entirely for the copy refers to charac 
ters or situations in the folders. We 
think it is clever copy. No matter 
what we think... the transmittal let 
ters work. 

Dear Doctor 

Everyone pulls for 

like Horatio Alver kne 

une with stories of 

Yet Miniver McMeek was 

overlooked. And he was a natu 

descript little fellow who never really amount- 
ed to much. His wife pushed him around 
too. Then something happened that changed 
his whole way of 

For the drama 

urn to the enclosed 

Sincerely yours 


(Signed) Howden Horner 


missed please 


Dear Doctor 
Teresa Tone was anything but tongue tied 
Give her a back fence, a sympathetic ear 
an interlude on Mr Bell's invention 
vuld rise t h s.ccasion 
man does no e by talk 
Teresa 
rescue from the sea 
described on the 
Sincerely yours 
(Signed) 


enclosed 


Dear Doctor 
Some educational circles hold that pidity 
acquired, is an irreversible process 
is a badge that carried 


however 


maxims William Airwick was a 
marked man. Brainwise, he should never as- 
pire to high places, would never move from 
office boy to president 

But William confounded the savants. His 
metamorphosis to a loftier intellectual plane 
was sudden and complete 

This unusual story is enclo 
perusal 

Sincerely yours 


(Signed) Howden Horner 


Dear Doctor 
Old Scroore had a reputation 
ness, but compared to McTight he 
philanthropist class 
McTight, like 5S« 
spot in his armour 
the Christmas spirit 
> pleasure in enclosing the 
e story of his transformatior 
Sincerely yours 


(Signed) Howden Horner 


BRITISH 
HUMOR 


Ron Williams, publicity 
of Punch, 10 Bouverie St., 
E.C.4, England, on a recent trip to 
U.S.A. showed us a series of letters 
used for promoting Christmas Gift 
subscriptions. They certainly are dif 
ferent but they worked. 

One letter, dated 5th 
1952 had a two color cartoon 


manager 
London, 


December, 
at top 
left of man blowing a bass horn. The 
letters spelling name and 
address were helter-skelter 
through inked waves coming from 
horn. You may get a kick and an 
idea from the copy. 

Dear Madam 

Pardon brassy approach but vital restate 
theme boldest medium before swamped by 
carol-singers, bellringers (any time now, see 
date). Regret shorthand, but short breath 

Theme restated 


PUNCH the gift. Flatters them 


Says everything: good wishes, good taste, 


(Continued on page 37) 


com pa ny 
scattered 


flatters 


JANUARY, 1953 
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Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—50c per 


line—minimum space 4 lines. Write The Reporter, 5342 Hilton Ave., 


Garden City, N.Y. 





ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
agg 9 churches - institutions 
harge only for addressing 
SPEED ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y 





ADDRESSING — TRADE 


M. Victor—Addressing for the Trade 
Rapid Service nlimited Quantity 
Large Staff of Expert Typists 
130 Flatbush Ave Brooklyn 17, N.Y 
STerling 9-8003 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, 
line, on genuine Addressograph Alloy 
$30 per thousand complete. Write for 


three 


quantity discount 
Advertisers Addressing System 
706 Chestnut St St. Louis 1, Mo 





ADVERTISING AGENCIES 
SELL YOUR PRODUCT WITH pulling 


mail order, agent ads 
We show you how. 
Martin Advertising Agency 
15P East 40th Street, N.Y 16, N.Y 





DO YOU MAIL TO SHORT LISTS? 


You can afford better styling, better 
copy even on small-scale direct mail 
efforts when you get big -le ague help 
from Ad Scribe, North Canton, Ohio 
Write for work-by-mail Folio 83 





FOR SALE 
BEST OFFER: 4400 sheets black car 


bon paper (all or part); hand enve 
Baker, Elyria, 


lope sealer. Vernon 


Ohio 


HELP WANTED 


TO A COPYWRITER WHO 
WANTS TO COME 

TO BOSTON 

there's an 

copywriter who can find a good spot 

in the Boston office of this nationally 


Somewhere experienced 


advertising firm To fill an 
opening created by increased busi 
ness, we need an addition to our pre 
sent staff of sixteen talented creative 


known 


people. This means a writer — not 
just an idea-man. A man who has 
what it takes to turn out copy for 
some of the biggest names in American 
business 


The person we have in mind probably 
is working now for a small or medium 
sized agency. Or maybe for a manu 
facturer. Perhaps he's a native New 
Englander who's had enough of New 
York, and now 
wants to 


Chicago or wherever, 
“come back home.” 


He won't be expected to double m 
brass as an artist, but if he’s creative 
visually as well as verbally, that will 
count in his favor. And to balance 
against the older members of our staff, 
a man between 25-35 would be ideal 
don't apply unless you can 
move to Boston (or live here now) 
And don't send samples Just write im 
detail about your bac kground, ex 
perience, and salary requirements Bat 


Please 


don’t put it off — because if you re 
the man we've been looking for, we'd 
like to pass the papers soon Box 84, 
The Reporter, Garden City, N. Y 





OFFSET CUTOUTS 


headings, illustrations, 


symbols, 


Promotional 
borders, panels, 
fonts, 


for offset reproduction. Most complete 


cartoons 
holiday art, type decoration, 
service in U. S. Free descriptive book 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif 





MAILING MACHINES 


Hand and Electric Addressographs 
Graphotype Models 6340 and 6280 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elliott addressing machines 
Models 800-1500 & 3000 27-53 
drawer cabinets SAVER & WALL- 
INGFORD, 1!47 West Broadway, New 
York 13, New York, WOrth 4-0520 


@ Better put me down for 
REPORTER 
NAME 
FIRM 


STREET CITY 


cia +1). 


“Listen, Son,” said Pop, “If you take 
care of the little jobs the big jobs will 
take care of you.” Pop was right 
Those little printing orders that nobody 
else wants are welcome at The House 
of Dyal, so dial DYAL for Printing — 
ORchard 4-0623, Pau! Dyal, 30 Irving 
Place, New York 3, N Y 


personal subscription to THE 


I'm tired of waiting in line to see the routed copy 


POSITION 


ZONE STATE 


Here’s $6 for a year’s subscription to THE REPORTER, Garden City, N. Y 








DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER 


ISSUE, $10.00 PER YEAR 








nst 
Martir 


Harry 


sles 
Advertising 


McGraw 4 


Ben * 
Raym 
Trapk 


ns 


Rape 


DIRECT MAIL 


ADDRESSING 
5054 -nicag 32 
Freeport 
eveland Ave 
45-21—162nd St., F 
eee _ MACHINES 
West Broadway 
ADORESSING — TRADE 
68-11 Roosevelt odside 
Flatbush Ave Brooklyn 17 


New York IK 


417 Plainfield 


New York 13 


30 
ADVERTISING AGENCIES 


Agency New York 
ADVERTISING AGENCY PERSONNEL DIRECTORY 
ib. ¢ sales Service..330 W. 42nd St 


ADVERTISING ART 


N.Y. 36 


Box 812 
6 West Ave 
349 Tenth ' NM 
AUTOMATIC TYPEWRITERS 


nton 


Alle t ‘ H 
AUTOMATIC TYPEWRITING 
a tone 
14 ~ ast 
BINDING 
6 


45th 


BOOKS 
BUSINESS CARD SERVICE 


CARTOON "ADVERTISING 
CATALOG PLAseeees 
ieee tance) 


acksor 


COPYWRITERS 
6 


442 East 20+ 


DIRECT MAIL AGENCIES 


57 East ack sor 


> East 45t 


East 


Staff 1! Be 
mpany 220 Fifth Ave. N 
DIRECT MAIL EQUIPMENT DEALERS 
any 50 Third A e, New 
Equipment 126 Broadway, New 
EQUIPMENT MANUFACTURERS 


44 


ENVELOPES 


N 


N.J 


N 


ushing N.Y 


Y 


Grand Ave., Des Moines 14 


Kimbea ve hicag 


Tension Envelope Corporation lowe 


Trans nvelope 3542 
rans . 
United — Envelope 


The Wolf 


Ds Springfield 
nve Comp 749-81 € i St., Clevela 
ENVELOPE SPECIALTIES 
Co 15 N. Hawthorne Ave. Meir 


t Avenue 


w Je 
2, Mass 


ose Park, II!., Chicago,Sub 
2! r and Flower t Hartford, ¢ 

Mail Envelope 15 West 20th St., New York 11 

Garden City Envelope 3001 North Rockwell St. Chicago 


Hodes-Danie 2 F rth Avenue New York 


mbia Envelope 

rtis ar 
Direct Co N.Y 
Cc ; 


Envelope r r 19th Campbe Sts Kansas C 
"HOUSE ORGANS 
Howard E i Ave 
IMPRINTERS — SALES LITERATURE 
MacAdams, inc 301 John St 
LABEL PASTERS 
LABELS 
9M 
LETTER GADGETS 
West 45th 


Bridgeport, Conn 


Penny Label Company rray St., New 
Hewig Company 45 


Mitche 
LETTERHEADS 


MAIL ADDRESSING STICKERS 

Printing mpany ant 

MAIL ADVERTISING SERVICES Lettershops 

Service, Ir 228 East 45th St 
48 East 2Ist St 

V c & 86 V ' T 

Ma Service 

cemerge Company 


ales New 


Vew 


‘ 
, and Lett 
Ma: lograph 


Mailways 


1304 Arck 
MAILING LISTS— Brokers 
or 40 West 55th 


* Walter 
oO 4 ry 
* Lewis Kleid 
v Boston 
* Name y ] ‘ r ve é Y ork 

? ew York | v.Y 
York 16. N.Y 


“mM 16 Mass 
NY 
4th ve., New 


Natior Ma , st Br 


MAILING USTs Compilers - 


kers 
Owners 


spatch, Ir 


MAIL ORDER , CONSULTANT 
t WI 5 f 
RATCED “STATIONERY 
& 
" MULTIGRAPH SUPPLIES 


mpany 
NOVELTY ebeers 


PAPER MANUFACTURERS 


& 
aper Ce mpany 
P aper Com 

rp 
Paper 
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PARCEL POST MAILING BOXES John Harder 
Corrugated Paper Products, Inc 2235 Utica Ave., Brooklyn 4, M nick-Armstrong 
PHOTO ENGRAVERS 
Pioner-Moss, Inc 460 West 34th St., 
PHOTOGRAPHS 


New York 1, Bel-Thomas Pr 

tz & Sheinkman 
Eye-Catchers, Ir th 
Moss Photc ervic £ W. 50th St 


Paradise Printers and 
National Phot cer 4 . 


f tcraf? res ' 


New yde 
Proper 


PLATES AND STENCILS 

mbia Ribt & Carbon Mig Herb H Ke 7 
lr F rth Ave New Yor N.Y The W am Feathe 
POSTCARDS Publications Digest 

350 West 50th ’ 

PRINTING EQUIPMENT 


Remington Rand 


ss Photo 
rect Ma 


PRINTING—Letterpress 
Mair Mine N.Y Remington Rand, Ir 
ng Place 
[ glas Ave 
23 th St. Box 
PRINTING—Offset Lithography 
59 East 


Clear Cut Duplicating 


om 43 Street The Adamm Company 


ood time od fun, Merr 
New Year. Perfect 
PUNCH sub. NOT just admired 
a orning then handed round 

r tter intil spring eanings 
" 


y Chr 


Y n 


Personalities 


FraNK Parson, Jr. of Frank Par 
sons Paper Co., 16 and Okie St, N. 
PUNCH tt wise E., Washington 2, D.C 

1 iy Bm ony job as Chairman of Postal Affairs 
DMAA Good 


n and Summe 
ht spot 


ach week ways different 

! get PUNCH, alters week 

© Monday, Tuesday, PUNCHday 
PUNCHday thir fondly y 


has accepted 


Coronatio Committee for the 
Almanack Unique 
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4 MIDWEST FARM SUPPLY 
HOUSE that specializes in mailing a 
chatty mimeographed sales bulletin to 
its customers sent us a recent copy 
headed: “Reading time four minutes.” 
Although we've used our most power- 
ful magnifying glass and failed... we 
estimate that an F.B.1. cryptograph ex- 
pert could decipher the rest of the copy 
(which is clever in content) 
just short of four hours. The reproduc- 
tion job was that bad. This company 
should either up the reading time of 
their “cryptogram”™ or make a closer 
check on the legibility in the produc- 
tion of their periodical ... We strongly 
recommend the latter. The stencil cut- 
ters and machine operators need a train- 


usually 


ing course m neatness. 


PENNSYLVANIA DEPARTMENT 
STORES are using a new merchandis- 
ing gimmick which may spread nation- 
wide. The plan involves issuing gift 
certificates which can be spent any- 
where in the U. S. Named “Gift- 
Chek,” the certificates were started by 
the Remembrance Plan Co., Buck Hill 
Falls, Pa. The “Gift-Cheks” are negoti- 
able anywhere in the country... be- 
cause the amount paid by donor has 
been deposited in the Stroudsburg Sec- 
urity Trust Company of Pennsylvania. 
Many resident buying offices have al- 
ready picked up the plan... confirm- 
ing credit status to member stores 


throughout America. 


A GOOD JOB OF A “COOK’S 
TOUR” type of promotion piece is the 
9-7" square booklet produced by the 
Putman Publishing Company, publish- 
ers of industrial monthlies at 111 East 
Delaware Place, Chicago 11, Illinois. 
Entitled “Please Come In,” the booklet 
is a picture-tour of the publishers’ new 
home office... and coincides with the 
recent completion of remodelling the 
building. The two-color cover is a bleed 
photo of the building's circular stair- 
case... the same unusual photo (look- 
ing up the stairwell from the ground 
floor) being reproduced on the mailing 
envelope. The graphic tour throughout 
the 32-page, four-color, booklet shows ev- 
ery phase of Putman’s “office away from 
the office’ —his remote cabin in the 
woods of Michigan called “The Owls 
Nest.” Also included are shots of the var- 
ious branch offices in other cities. The 


fine litho job is wrapped up as a nice 
promotional package, complete with an 
inserted 3-54" x 6-%” “invitation” for 
the reader to make the picture-tour. An 
expert job. 

ae 
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(1) THE NEENAH PAPER COMPA- 
NY, Neenah, Wisconsin has taken the 
37 different steps and tests required 
to make quality business papers ... and 
broken them down into a fine descrip- 
tive booklet. The 8” x 5-4", two-color 
booklet (Story of Neenah Quality) 
starts with the cotton fibers and how 
they are checked, sorted, and analyzed 
for processing... then traces the paper- 
making procedure through step by step 
to the final shipping. If you want to 
know just how business papers are made, 
write Neenah for a copy of this in- 
formative, illustrated booklet. 


£7) 


THE FIRST TYPEWRITER TO 
PRODUCE both light and dark im- 
pressions on the same machine has been 
announced by its creator . . . Remington 
Rand, Inc., 315 Fourth Avenue, New 
York 10, N. Y. It’s called the Reming- 
ton Dual-Rite Electri-conomy. The dark 
type composition is made possible by 
a second ribbon (Nylex, all-nylon) that 
automatically rises in front of the stand- 
ard carbon ribbon when a switch is 





The Dual-Rite Electri-conomy 
gives you this regular pbrintwork 


in this #500 type or this Bold 


emphatic typescript at the flick 


of a switch. 











flicked. The heavy impression results 
from an increased ink deposit due to 
the double ribbon thickness . . . and 
heavier key impact. Ideal for headings 
on reproduction copy and for empha- 
sizing important paragraphs. . . the Dual- 
Rite can be adapted on any standard 
Electri-conomy for a little over $75.00. 
Full particulars and delivery informa- 
tion can be obtained from Remington 
Rand offices. 
a 
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ONE OF THE LEADING PRINT- 
ING trade magazines pulled a 14-carat 
mailing boner recently. An Ad Man- 
ager received a sales letter from the 
publication with his name and address 
correct on the envelope. But inside. .. 
the name, address, and salutation was 
that of an entirely different person. 
The first line of the letter read: “As 
a business man, you know the value 
of good tools used properly.” Seems 
to us this publication could do with 
some sharpening of their own “tools” 
in using direct mail. What's the use of 


getting the right list and producing a 
perfect piece, only to have the whole 
works gummed up in the operation of 
inserting? 


eee 


(1) THE NEW YORKER MAGAZINE 
would like it known that they took 
no personal afront towards Direct Mail 
Advertising in a “Talk of the Town” 
item titled “Prospect” in their Novem- 
ber 22, 1952 issue. The item stated “If 
there’s anything crazier than direct- 
mail advertising, we're damned if we 
know what it is,”... then quoted a 
subscription letter sent to Nelson Rock- 
efeller. The letter (from a leading liter- 
ary publication) asked Mr. Rockefeller 
if he, as a kid, stood in front of the 
candy counter heckling his dad for a 
penny licorice stick. The New Yorker 
merely thought it amusing that Mr. 
Rockefeller should be the recipient of 
an appeal with such a lead. 
eee 


}] USERS OF DIRECT MAIL FOR 
CHURCH PURPOSES will be interest- 
ed in an upcoming article by Rev. Wil- 
liam M. Hunter in the March, 1953 
issue of Church Management. The ar- 
ticle is entitled “Direct-Mail Evangelism 
May Help—So Preacher, Sell Your 
Church!” ... and is a lengthy and in- 
formative guide for building church 
membership and interest. Rev. Hunter, 
an avid user of direct mail for his 
church (John Hall Memorial Presby- 
trian Church, 342 East 63rd Street, 
New York, N.Y.), is also an advisor 
and producer of direct mail for other 
churches and charitable organizations. 
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} HOCHSCHILD, KOHN’S CHRIST- 
MAS SHOPPING GUIDE was a super- 
lative Christmas mail order catalog done 
in 4-44" x6-%" pocket-size format of 
“Quick” magazine. Easily carried, the 
83 page booklet was lithoed with three 
color cover. Photo illustrations of the 
gifts offered were the main feauture of 
the guide... with copy held to a 
minimum. A good job of Christmas mail 
order by the Baltimore, Maryland store, 
located at Howard and Lexington Streets. 


— 
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DOLLAR VOLUME of direct mail 
advertising during first eleven months 
of 1952 was $1,070,741,139. This repre- 
sents a gain of more than 912% over 
the corresponding figure of 1951. For 
November 1953 the DMAA reports the 
dollar volume to be $101,134,574 — a 
gain of approximately 4% over Novem- 
ber 1951. In next issue, when December 
figures are available, we will give you 
a comparative report, listing each month's 
totals for past three years. Will show a 
very healthy growth. And direct mail 
will continue to grow. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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““A BEAUTY TO 
LOOK AT!”’ 


HAMMERMILL COVER has the outstanding printability that 
produces attractive and trouble-free advertising pieces. 


There’s nothing like an attr 
klets and foiders a lively, modern 


active cover paper to give 
your broadsides, box 
look that invites high readership. And as printers know 
from experience no cover! performs better than 
Hammermill Cover in the fast money-saving production 


paper 


of jobs delivered on time 


It doesn’t just happen! From clean, strong pulp on 


through bleaching, beating and paper machine, Ham- 


COVER 


BY THE MAKERS OF HAMMERMILL BOND 


mermill Cover is made to provide unusual printability 
for sales messages that stand above the crowd. In any 
of eleven lively colors and bright white, it provides the 
sparkling background that sets off printing beautifully 
and helps win extra return for your direct-mail mer- 
chandising. Try it once and you'll buy it 


again and again. 


You can obtain business printing on Hammermill papers wherever you see this shield 
on a printer's window. Let the Guild sign be your guide to printing satisfaction. 


Hammermill Paper Company, 
1621 East Lake Road, Erie 6, Pennsylvani: 

FREE —the up-to-date 

er and the Hammermill Kit of Cover 


» send me 





paper is the base of the job 


The success of the finished job... 
art, copy, engraving, printing . . . all depend 
on the paper you choose! 


| 
Bavternational D, per 


PAPERS FOR PRINTING AND CONVERTING 


COMPANY 


220 East 42nd Street, New York 17, N.Y 





